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Fotosetter 


INCGU KEN 


ARE THE BEST 
IN THE WORLD 


Unretouched enlargement of photographic 
paper proof of 12 pt. Fotosetter composition, 
obtainable directly from the machine or as 
a contact print from Fotoset type on film. 


A Fotosetter repro is a thing of beauty. No other 
method of typesetting compares with the 
Sharpness of outline, perfection of fit, exactness 
of alignment and evenness of color and density 
of Fotosetter composition. Wherever platemaking 
is employed—lithography, gravure, photo- 
engraving, silk screen—the multiple benefits 

are obvious. No ink squeeze, no smudgy proofs, 
no ragged or broken letters. This revolutionary 
new photographic composition is available for use 
In positive or negative form on photographic 


paper or on film... ready for platemaking. : 

: = Unretouched photographic enlargement 
of an ordinary 12 pt. reproduction proof 
point in a wide variety of faces. Enlargements made from metal type indicates how 

" - ink squeeze creates ragged letter outlines. 


Fotosetter machines set all sizes from 4 to 36 


above these sizes are quickly and easily made 
are always clean, sharp and need no retouching. 
[here are plants equipped with Fotosetter 
machines in most cities. Contact the one in your 
vicinity or write us for the names of those 
nearest you. 


Fotoset in Times Roman 


Intertype Corporation 


ae Brooklyn 1, N.Y. * Chicago 10, Ill. * San Francisco 11, Cal. 
hiieieeieih sine Los Angeles 15, Cal. * New Orleans 10, La. * Boston 10, Mass. 


registered trademarks In Canada; Toronto Type Foundry Co. Ltd., Toronto 
Montreal, Winnipeg, Vancouver, Halifax 





5 Cuunge Tonge 


“Your last issue of Advertising 
Requirements was a dandy. It was 
‘spirited’ away from me in an 
unguarded moment by other equally 
interested parties down at the 
agency! 


“Out of self-defense, I hereby 
submit a ‘personal’ order for 
your magazine to be sent to my 
home address,” 


Virginia M, Hubach 

Art Director 

Wasser, Kay & Phillips, Inc 
Pittsburgh, Pennsylvania 


Mail This Handy 

Order Card Today 

To Get Your Personal 
Copy Of AR Each Month 


lease enter immediately my subscription to 


DVERTISING REQUIREMENTS for 
2 years (24 issues) at $5.00 
| 1 year (12 issues) at $3.00 
|| Payment enclosed ] Bill my firm |] Bill me 


___Title 


__Zone_____ State 


ature of Business: — 


dvertising Requirements 200 E. Illinois St., Chicago 11 





Next Month in AR 


Selling Food With Color 


A leading agency art director explains the importance of colo 
photography in food advertising . . . and tells how he gets mout 
watering effects. 


Let’s Hold Better Salesmeetings 


It takes a lot of know-how to stage a successful salesmeeting. An e 
ecutive who has learned the answers by experience explains how. 


How to Cut Costs on Line Composition 


A typography expert explains some of the “tricks of the trade” whic 
will help save production dollars. 


How Norge Uses Premiums 


The appliance firm believes that premiums should be an integr 
part of the advertising campaign and has developed an interestin 
premium operation based on this theory. 


BAB Steals the Show 


Broadcast Advertising Bureau uses a bagful of showmanship trick 
to sell its services to conventioneers. 


AR’s First Semi-Annual Index 


A special section indexing all of the feature articles appearing in A 
since its beginning. You'll want to file this special index for futu 
reference. 


FIRST CLAS 


Permit No. 95 
(Sec. 34.9, P. L. & R.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 
—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





HAVE YOU HEARD 
ABOUT OUR 


)peration. 


CU S UNIQUE in rotogravure circles be- 
ane we, the owners of International 
Color Gravure and Supertone, are also the 


operators of both gravure service houses. 


Such a set-up means a lot to you in the 
preparation of your gravure material—an 
assurance that your job will be given the 
personal attention of experts from start 
to finish. 


Our primary interest since we started in 
business has been to render quality and 
service. This, plus our improved techniques 
in gravure engraving, has been responsible 
for our success and can be of benefit to you 


... Wwe invite your inquiry. 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


SUPERTONE, INC. 


480 Lexington Ave., New York 17, N. Y. Telephone Plaza 3-9468 


Sales Offices: PHitaperpHia— Widener Building Los Ancetes— 122 Glendale Boulevard 
Phone: Rittenhouse 6-216] Phone. MAdison 6-4601 


June, 1953 





Ba ee 
TYPE 

FACE 

FOR 
EVERYBODY 


FRANKLIN GOTHIC WIDE 
...THE EXPANSIVE TYPE 


rhis unrestrained and communicative face appeals at once to 


abcdefghijkImnopqr 
stuvwxyZ, + 1p yer 


even the most critical eye. Franklin Gothic Wide is a new 


and worthy addition to the celebrated ATF Franklin Gothics. 


and makes this family of faces still more versatile. Bold and ABCDEFGHIJ KLMN 
clear and attractive describes any message set in Franklin OPQRSTUVWXYZ& 
Gothic Wide, which is compatible with any one of a score of 

favorite body types. Immediately available in nine sizes, 14 pt. % 1 234567890 


to 72 pt., for only $138.60; with 14 pt., for example, costing = 
but $9.45. Sizes 6, 8, 10 and 12 pt. are in preparation. There's 


, . ‘ FRANKLIN GOTHIC WIDE is now available in sizes 
a type face for everybody, and Franklin Gothic Wide is for you! _~ ‘eas 

, 14 pt. to 72 pt. all for $138.60. Font of 18 pt., for example, 

is only $9.65. Sizes 6, 8, 10 and 12 pt. are in preparation. 


ATIE AMERICAN TYPE FOUNDERS 


4 SUBSIDIARY OF DAYSTROM, INCORPORATED 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY * BRANCHES IN PRINCIPAL CITIES 





JUST BETWEEN US 


BR RO Re AREER gr TANT 
The Importance of Knowing Why .. . 


During the second world war one of the big problems of production was holding 
workers on the job, because every employe wanted to be in war work. In one case 
I heard about, where a big manufacturer was producing parts for Army tanks, the 
workers were quitting. Nobody had told them what the end product would be. When 


their important contribution to equipping the fighting men was explained, there was 
no more trouble in keeping these people at work. 


This experience was recalled when I read the comments of D. H. Grigsby, 
advertising manager of Zenith Radio Corporation, who told the POPAI symposium in 
Chicago, as reported in Advertising Requirements, that suppliers of store and 
window display material do not perform a good job in creating effective displays 
because they don't dig sufficiently for real sales information. In other words, 
they don't know enough about how the display is to be used, or what the merchandis- 
ing problem is, or just how the competitive battle must be won through the use 
of this and collateral advertising and promotion materials. 


This is indeed a basic problem of all advertising production and merchandis- 
ing effort-——but it seems to me that it is a mutual problem rather than that of the 
Supplier only. One of the big advantages of working regularly with a designer or 
producer of window displays or any other advertising materials is that the latter 
does become familiar with the advertiser's operations and thus applies his creative 
talent not merely to meeting the buyer's specifications, but to providing a success- 
ful solution of a sales promotion or advertising problem. 


I doubt if most advertisers and advertising agencies give enough time and 
thought to briefing their suppliers in the graphic arts, window and store display, 
labeling and packaging and other supply fields regarding the thinking back of their 
campaigns. If a little more time were spent in this way, so that those who are 
endeavoring to do creative work for the advertiser had a clear understanding of 
the job to be done, then their creative efforts would go far beyond the mere 
display of technical ingenuity. 


In such relatively simple matters as the selection of type or paper for 
a given job, it is important to know more than is indicated by the copy. The media 
to be used, the markets to be addressed, competitive situations and other factors 
should all be familiar to the men who are working on the creative side. 


Good production calls for enthusiastic and intelligent teamwork—and the 
buyer is in an ideal position to initiate it. 


G. D. Crain, Jr. 
Publisher 


June 1953 Advertising Requirements Vol. 1, No. 5 
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America, no extra postage charge. Copyright, 1953, by Advertising Publications, Inc. 2-4894), William Blair Smith. 
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It is remarkable how much you can enhance the 
effectiveness of your advertising dollars by the 
investment of a few extra pennies to assure ex- 
cellent reproduction. 

Consider, for example, how Reilly has raised 
the standards of fine electrotyping—at a cost of 
just a few pennies more than the most ordinary, 
run-of-the-mill electro. 

First, we mold exclusively in Vinylite, to 
assure utmost fidelity of even the most minute 
detail. Then, by pressure casting in backing up 
the shell and by pulling a pre-finished proof, 


we get the most out of the fimisher’s skilled 
craftsmanship. And no job can leave our plant 
until a special staff of pressmen inspect and 
approve the final proof. 

In rotary printing, Reilly’s Centrifugal cast- 
ing and patented makeready result in precision- 
perfect plates that are as famous as our flat 
electrotypes. 

All this extra care and rigid inspection gives 
you unsurpassed quality of reproduction that 
makes every advertising dollar do a better sell- 
ing job for you. You can rely on it at Reilly. 


You can Really Rely on we F | LLY Seccotpe 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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| in quantity, you can save money by 





plan your booklets 
to these specifications 
and save money 


If you have booklets, house organs, 
catalogs or other publications to print 


designing them to about the sizes 
shown above .. . and then let Maher 
print them by quality letterpress. 

At Maher, fast, two-color presses of 
the latest type print your entire book- 
let on a single sheet of paper .. . 
beautifully. 

Ingenious automatic equipment folds 
the sheets to size, stitches them neatly, 
trims them precisely and counts out 
the booklets at superhuman speed. 
The result? Sharp, clean letterpress 
printing at a price that competes 
favorably with cheaper, less effective 
methods of reproduction, 


let us prove it! 


Send us a dummy or the specifications for 
a proposed two-color booklet to be printed 
in quantities of about 100,000 copies and 
let us show you without obligation the ad- 
vantages and economies that can be yours. 









PRINTING COMPANY 
2001 Calumet Ave. - Chicago 16, Ill. - Phone: Victory 2-0300 


If it’s printed by letterpress it’s good. . . 
if it’s printed by Maher it's better 


a nore can 192t 
act service on 18 pally good 


e Shore Flectrotype- 
no the Vest ves inv the inuciness | 













Bogus Type 


e Your editorial on bogus type in 
newspaper shops was not only emi- 
nently logical, but was also a most 
encouraging display of candor on 
the part of a publisher. Most pub- 
lishers would tiptoe past a question 
like this, playing it safe with exqui- 
site consideration for the status quo. 
I congratulate you on your forth- 
rightness, and especially on your 
conclusions. A more astounding ver- 
dict by the highest court in the land 
is hard to imagine. 
Henry LEE Jr. 
Henry Lee, Jr. Creative Adver- 
tising Service, Portland, Ore. 


e ... Your editorial for the May 
issue of AR is a timely one and 
should stimulate deep thinking and 
soul searching. Your subject is very 
familiar to me as I have been a mem- 
ber of the negotiating committee of 
the Photoengravers Assn. for years. 
But I am sure it is a situation about 
which most AR readers know little 
and the more it is known the better 
off we might all be in the graphic 
arts. 


Harry E. Coutins, 
Collins, Miller & Hutchings, 
Chicago 





Binder for AR 


e As the happy owner of all the 
issues of AR to date I was happy to 
read in the May issue that an index 
will be available every six months. 
Fine, but let’s go another step. 

How about making available a 
binder that will hold a year’s copies 
along with the two indexes? In that 
way, for a few bucks your sub- 
scribers can park their copies in a 
permanent home. 

No doubt about it, you have hit 
the nail on the head with your new 
publication and its contents will be 
wonderful reference information for 
years to come. So I suggest the com- 
plete follow through with a binder, 
even though you don’t handle it but 









1953 


READERS WRITE 





some binder house has them in stock 
with suitable imprinting for identifi- 
cation of contents. 
HARRIE PEARSON, 
Harrie Pearson Point of Sale 
Advertising, 
New Orleans 


AR has been investigating this matter 
and we hope to be able to offer this 
added service in the near future. 
us 





For Sharper Results 


e A. O. Dietrich of Minneapolis- 
Honeywell, in your April edition’s 
“How I Solved It,” outlined his 
method of typing directly through a 
carbon sheet without the use of the 
typewriter ribbon. A few months 
ago we arrived at the same solution 
and can report excellent results. 

There are several things I'd like 
to point out, however. The newly 
typed sheet is likely to smudge with 
the least amount of rubbing. I solve 
this by spraying the sheet with pas- 
tel fixatif. Also, I find that I get much 
cleaner, sharper results if I use 
coated proof paper, such as the 
typesetting houses use. 

Occasionally, a letter “o” or an “e” 
seems to fill in. Actually, the carbon 
paper has been cut through by the 
type and adheres to the sheet. I 
merely flick the bit of carbon paper 
off with a sharp knife whenever this 
happens. 

A word of caution: If you want the 
finished result to resemble typing, 
don’t use this method. The result 
resembles electric typing or standard 
typesetting more, and gives your 
typography a very light, airy look. 

ERNEST J. TRICOMI, 
Art Director, 
Raymond A. Sholl & Co., 
Philadelphia 


Design Gets Approval 


e Let me compliment you for the 
clean layout of AR. It is a pleasure 
to see “design” in a publication. I 
like the choice of typefaces. Some- 
what prejudiced by former associa- 
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For All “HARD-TO-STORE” 
het eta w 


ART WORK 
CUTS 
PHOTOS 
TYPE 
CHARTS 
MAPS 
PROOFS 
ETC. 


ee eee .. . ALL-STEEL 
PRECISION MADE * 10 FULL WIDTH DRAWERS 
BALL SUSPENSION SLIDE ARMS 
NICKELED HARDWARE 
Height Width Depth Price 
+ 1624, as illus. 361.” 24” 16” $54.95 
Futura Grey or Standard Green 


CALL... 
WRITE... 
OR DROP IN... 


COMPLETE LINE OF OFFICE EQUIPMENT 


NUM Pom 
US Kh rereenannareeneres 
















Don’t Wait 











“We continue to be 
amazed at the fine 
workmanship in your} 
wood engravings.” 
Robert S. Farrington 
BATTEN, BARTON, 
DURSTINE & OSBORNE 
YPICAL of thousands we make each 
year for agencies and manufacturers | 
| everywhere. They show all the detail, all | 
the shading. These pure black and pure | 
white illustrations will print clearly on 
| any kind of paper by any process. Elec- 
tros can be made directly from the wood | 
block. Proofs can be enlarged or re- | 
duced. Santones can be made directly 





from merchandise or any clear copy. 
pees seeecsseseceurstrseseeseed 


Send us this ad clipped to your letter- 
head to receive free our new 60 page 
portfolio of engravings on wood. 


SANDER ENGRAVING CO., Inc. 
542 S.DEARBORN ST., CHICAGO 5, HA 7-2082 


THE WORLD'S LARGEST MAKERS 
OF ENGRAVINGS ON WOOD 





YOUR GIFT! AN ACTUAL $10 VALUE! 


Zw ow gg _(COCMATING PRE 


GIMMICKS e G 
Clip Book of Ready-To-Use Art 


COPYRIGHT 1953 
HARRY VOLK JR. ART STUDIO 


CENTRAL BUILDING ATLANTIC CITY. Nw 4 


REPRODUCTION FOR REST MOICATION 18 PROMeITED 


REOROER BY NUMBER @ No 123 @ $250 


OCCUPATIONS - © 


Clip Beek of Ready-Te-Use Art 
COPYRIGHT 1952 

HARRY VOLK JR. ART STUDIO 

CENTRAL BUMLOING, ATLANTIC CITY, N J 

Reproduction for Resyndication is Prohibited 

REORDER BY NUMBER + No (I?) + $2.50 


SAVE TIME AND MONEY! JUST CLIP AND PASTE! 


That’s right! You get all four of the “Clip Books” illustrated in re- 
duced size above—total value, $10—to clip and paste-up for offset or line 
engravings for your direct mail, circulars, folders, house organs, 
newspaper and trade paper advertisements. 

Each book is in handy 5 x 8 size, has twelve one-size pages and dozens 
of sharp black-and-white spot drawings. There are a total of 500 art 
proofs all reproduced in jet black ink on slick Kromekote stock. All 
drawn to put snap and sparkle in your “low budget” jobs. 

Now, even a novice can turn out slick paste-ups with this free collec- 
tion of ready-to-use art! You merely select the drawing you need to 
dress up an ad, then clip it and paste it in position. The original art is 
in several convenient sizes it’s printed only on one side of the stock 

and the handy books will file easily in any cabinet or drawer 
NO “EXTRA” REPRODUCTION FEES 


Best of all there are no reproduction fees! You may use whatever you 
wish, wherever you wish, whenever you wish. No ifs ...no ands . 
no buts! 

As a matter of fact, this gift collection of spot drawings is so useful 
and thrifty that you'll want to start a regular library of ready-to-use art. 
And that’s where our brand new monthly service comes in! 

Each month we're drawing two new Clip Books of Ready-To-Use Art. 
Each and every month this new service brings you two brand new Clip 
Books with dozens of smart new illustrations. Yes, these books are also 
5 x 8 to help you complete your desk-top library of pre-drawn art. And 
in the months ahead we'll do complete books on countless attention 
compellers for which you have frequent need 
FRESH, NEW ART EVERY MONTH 


Each and every month you'll receive two of these wonderful Clip 
Books, each on a different classification. They’re easily worth $15 
month. They'd be a bargain at $10 a month. But they’re 

Only 4.95 a month. And we ship postpaid. Yes, a little more than 
a dollar a week builds a thrifty library of ready-to-use art. Hundreds 
and hundreds of top-notch drawings that you'll use day after day in 
dozens of ways 

You'll want to test this art service in your own office and so you may 
enter a limited trial subscription with the full privilege of cancelling at 
the end of the first month or any succeeding month 

That's right! You get the four gift books—The Men, Women, Gimmicks 
and Occupations—without cost with your trial subscription to the Clip 
Books of Ready-To-Use Art. And you may cancel anytime—immediately, 
if you wish 


UNCONDITIONALLY GUARANTEED 
. to save you time and money! If you are not completely satisfied at any 


time, merely return the books and we'll cancel the charges or issue a 
prompt refund. 


Our present supply of the four gift books is limited, 


copies immediately. Simply clip, fill in and mail the 
right—today! It will save you time and money! 


HARRY VOLK JR. ART STUDIO 
800 Central Building, Atlantic City, N. J. 


so request your 
coupon at lower 


WOMEN, No.2 ¢« W 
ol Book of ‘Booty cert wa! 


HARRY VOLK mR ART sTUDIO 


THE MEN 
Clip Book of Ready-To-Use Art 


COPYRIGHT 1953 


HARRY VOLK JR. ART STUDIO 
CENTRAL BUILDING. ATLANTIC CITY, N. J 
REPROOUCTION FOR RESYNOICATION |S PROWIITED 


REOROER BY NUMBER @ No. 124 © $250 


48 One-Side Pages, 500 Art Proofs FREE! 


The four Clip Books, pictured above in reduced size, 
contain 500 time-and-money-saving art proofs. Printed on 
slick Kromekote, in handy 5 x 8 size, each book has 12 
pages, printed one side. Here’s what you get as a gift: 

The Men — 163 black and white proofs of men running, 
walking, pointing, etc. Realistic, decorative, humorous 
techniques. 

Women — 135 black and white art proofs. Similar in 
content to The Men. 

Gimmicks — 142 black and white art proofs of useful 
advertising gadgets. Cartouches, frames, spotlights, etc. 

Occupations — 60 black and white art proofs of doctors, 
nurses, teachers, policemen, firemen, etc. 

All four of these books—valued at $2.50 each or $10 in 
all—are yours as a gift just for trying a single issue of our 
monthly service of pre-drawn art. Send for your free set 
today! Send no money—just use coupon below. 


USED SUCCESSFULLY BY TOP ADVERTISERS ! 


Aluminum Goods Minnesota Mining Rexall Drug Co. 

Mfg. Munroe Paper Co. Swank Motion Pictures 
Armour & Co. New England Power The Toni Co. 
Child's World Oneida Ltd. Trailer Dealer 
Continental Casualty Osborne Company Underwood Corp. 
Curtiss Candy Pan-American Life United Cigar-Whelan 
G. E. Appliances Paper Mate Badillo, Puerto Rico 
General Shoe Corp. Popular Science Borman, Turkey 
Gibson Art Co. Publix Super Mkts. Chavannes, Switzerland 
Hollywood Brands Real Silk Hosiery Gestetner, Canada 
Lennox Furniture R.C.A. Victor Dist. Nueva Granada, 
Litho-Craft Reuben H. Columbia 
Luckoff, Wayburn Donnelley Regiomontana, Mexico 


‘ 
ae ee 


SEND NO MONEY! MAIL THIS COUPON TODAY! 
HARRY VOLK JR. ART STUDIO 
800 CENTRAL BUILDING, ATLANTIC CITY, N. J. 


Please rush my Gift copies of The Men, Women, Gimmicks 
and Occupations free of extra cost in conjunction with a trial 
subscription to “The Clip Book of Ready-To-Use Art” at 
$4.95 a month, postpaid. We reserve the right to cancel at the 
end of the first month or any succeeding month 

Firm 

Attention of 


Address 
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tion with Lucian Bernhard, I was 
very glad to see you use his type 
faces. 
M. H. SILtTen, 
Art Director-Designer, 
Walther-Boland Associates, 
San Francisco 


Extra Hazard 


e ...I would like to request that the 
items that I have checked [on a 
Readers’ Service card] be mailed to 
my home rather than to my com- 
pany office. In the past my secretary 
has thrown out a variety of adver- 
tisements that I had requested be 
sent to me, because she felt that I 
had no interest in seeing them. 
Therefore, I'll have a better chance 
of seeing the things I am ordering 
if I get them at my home address. 
V. L. FANELLI, 
Art Director, 
Theodore Presser Co. 
Bryn Mawr, Pa. 





lrate Reader 

e I’m mad! Sore! Burned up! Why? 
Can’t keep up with my trade pub- 
lications now. And what do you do? 
You publish AR—one of the most 
interesting, most informative trade 
journals of the lot. Can’t put it 
down! 

If you had to publish another 
magazine, couldn’t you have made 
it dull? 

KENNETH CHERNIN, 

Advertising Administrator, Cham- 

ber of Commerce of the United 

States, Washington 


e For the man who must know 
“what to get” and “where to get it” 
in the field of advertising material, 
AR is a God-send. No matter how 
smart the adman is ... he learns 
something new in every issue of AR. 
Thanks for an excellent “textbook” 
—it should go into every school 
where advertising is being taught. 
E. P. Kou 
Seattle 
1953 
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Your Letterhead 
TELLS MANY THINGS ABOUT 





Your Business 


DOES YOUR LETTERHEAD 
identify your age and responsibility, 
especially if they have important 

institutional value? 


DOES YOUR LETTERHEAD 
back up your salesmen with advertis- 
ing, trademarks, phone numbers, guar- 
antees, etc. 2? 




















































































Progressive firms now realize that one 
letterhead can’t tell enough about the 
entire company, so they use different 
letterheads for their executive, sales. 
and engineering departments. This per- 
mits each department to use its own 
letterhead for a specific purpose. To 
assist you in the modern use of effec- 
tive letterheads, Neenah offers you. 
without charge, the portfolio, The Psy- 
chology of Business Impression. This 
is the most practical method yet de- 
veloped for designing letterheads to fit 
your business and your markets. 


COURTESY COUPON. Check the material 


you want, sign your name, and attach to your 
business letterhead. 


The Psychology of Business Impression, 
Letterhead Test Kit and Opinion Cards. 


J Key sto Selection and Use of Neenah 
Thin Papers, a portfolio of samples with 
ideas for effective use of thin papers. 


SIGNATURE 
AR 3 


Envelopes are available in all grades of Neenah rag content bonds. 


NEENAH PAPER COMPANY, Neenah, Wisconsin 


DOES YOUR LETTERHEAD 
show engineering know-how by ex- 
pressing the design style of your 
products or services? 
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How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Monthly Supplements 
Extend Use of Display 


To sustain a promotion for any 
great length of time, particularly in 
the ready-to-wear business, is a 
rough job. With us the problem was 
seemingly simple: Develop a simple, 
vet effective display unit that stores 
might keep and use for the life of the 
promotion months in this 
case) even though the styles shown 
would vary from month to month. 
The display also had to be inexpen- 
sive, “fashiony,” 
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and as unusual as 
you can obtain on a limited budget. 

But finding an answer to the prob- 
lem was far from simple. Here is 
what we did: 

We first designed a basic unit that 
had a_ three-dimensional feeling. 
Based on our theme, “The Most 
Wearable Wardrobe in the World,” 
we built the display in the form of 
a die-cut globe. The focal point of 
the display was made to hold a series 
of “photos”—fine screen engravings 
printed on heavy Kromekote stock 
—which were mailed to dealers each 
month with reminders to use them 
in connection with the promotion. 

To get a true three-dimensional 
effect, the easel for the display was 
made so that it “kicked out” the cen- 
ter section of the display, creating 
an attention-getting effect. To make 
the display more “dimensional,” we 
die cut around the map section of the 
globe so that the spheres “popped 
out.” 

The display was a huge success. 


For relatively little money we ob- 

tained a flexible display which re- 

ceived a monthly “shot in the arm” 
to guarantee its usage. 

AL CITRON, 

Promotion & Publicity Mgr., Koret 

of California Inc., San Francisco 


Fant ie 
tow verte vars ou te TOUCH OF GOLD 


that adds more value to every grinding job 


Blowup, Tape Recording 
Work for Show Exhibit 


A simple method of combining au- 
dio and visual presentations for an 
exhibit was recently used with suc- 
cess by the United States Marine 
Corps at an air show. 

Space and equipment for a motion 
picture display were not available. 
Yet, some form of “action” was de- 
sired. 

The solution was a large photo- 
graphic blowup of a combat air strike 
in Korea. A two-minute on-the- 
scenes tape recording by a Marine 
combat radio correspondent describ- 
ing a similar mission was played over 
loudspeakers behind the blowup. 

The method proved highly effec- 
tive. The realistic combat recording 
held the attention of visitors and the 
photographic blowup gave a good 
visual presentation at the same time. 

Major Parks STALLINGS, 
Headquarters, Marine Corps 


Changeable Photo Panels Help Norton Co. 
Lick High Engraving Costs for Ad Series 


Norton Co. (Worcester, Mass.) is 
starting an entirely new advertising 
theme and we wanted to feature it 
in all publications right across the 
board. The ads were written so that 
the same copy could be used in all 
publications. But if we prepared just 
one ad, the illustrations which would 
apply to general metal-working 
magazines such as American Ma- 
chinist, Iron Age and the like, would 
look foolish in such vertical publica- 
tions as Foundry, Industry & Weld- 
ing and the lumber publications. On 
the other hand, if we made entirely 


new plates for each magazine the 
cost at today’s engraving rates would 
be prohibitive. 

I solved the problem by having the 
advertisements designed so that the 
action photographs were grouped in 
one panel. Then by changing only 
the picture groups the same ads 
were made suitable for the different 
vertical publications. Only the panel, 
which runs at the extreme right side 
of the ad, is changed. 

C. LEONARD SHAW, 
Publicity Mgr. 
Norton Co., Worcester, Mass. 
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Off Register Folding 
Cuts Insertion Costs 


In our direct mail work we always 
use a business reply card, and for a 
long time we inserted the card in- 
side the folder with a small red 
sticker. This work had to be done 
by hand and was a very expensive 
operation. After a little experiment- 
ing, we came up with the following 
solution: 

In folding our mailing pieces we 
let the back side come about 1/8” 
short of the front side. We insert 
our card and then run the mailing 
piece through a_ sealing machine 
which seals the piece with a strip of 
adhesive tape and at the same time 
holds the card in place. 

This little idea saves us about 
75% of our previous inserting costs. 
The cards, themselves, have a perfo- 
rated tab which makes them just the 
same height as the folded mailer. 
This tab carries additional 
urging the reader to 
card. 


copy 

return the 
E. A. HAEMIG, 
Advertising Asst., in charge 
of production, Insulite Div., 
Minnesota & Ontario Paper Co., 
Minneapolis 


Special Art Used for 
Anniversary Edition 


The problem was to have an ad in 
a newspaper’s 100th anniversary edi- 
tion. The paper was to depict history 
and development of the community 
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and its businesses. We expected 
others to run the usual pictures of 
the founder, the old store and the 
present store, etc., and we were con- 
fronted with the problem of having 
something entirely different to at- 
tract readership in a paper of more 
than 100 pages. 

Our solution was a full-page illus- 


tration with a minimum of copy tell- 
ing the firm’s history and outlook 
for the future (see illustration). The 
ad proved so effective that we have 
had it reprinted and are using it as 
a direct mail piece. 


B. B. WIESE, 
Jos. Kuhn & Co. 
Champaign, III. 





HOW TO PUT YOUR SALESMAN 


ON A PROSPECT’S .* 


0 
‘ 

. 
. 


GIVE YOUR 
CUSTOMERS 
AND PROSPECTS 


KEEP YOUR NAME 
UP FRONT 4 WAYS 


@ Strong attention value...your ad is 
sure to be seen... has a top position. 


@ High readership...staplers are kept 
on top of desks, close at hand... 
your ad is rarely out of sight. 

@ Repetition builds 

your ad sells all day...every day 

of the year. 


remembrance... 


Gk Sip i els: 


FS lh CNS 


Staples at files... 
closes bulky pack- 
ages 


Tacks notices and 
decorations 


All metal 
construction 


Uses Standard 

Size Staples 

Long-life medium... Monogram 

Staplers and the advertising on them 

last and last...5 years or more. Use 

standard size staples... available 
from stationers everywhere. 


Fastens  corre- 
spondence at desk 


a 
seu EET swam Ga Sui eras 


name of my nearest stationer. 
NAME_ 
COMPANY 


ADDRESS___ 


Leese eS ane ae 


WILSON JONES COMPANY 
209 S. Jefferson St., Chicago 6, Ill. 


Please send complete data explaining how | can put the 
MONOGRAM Staplers to work on our prospects’ desks. Also give me 


aoe TTR 


ee ee ee ee ee ee ee ee ee ee ee ee ee ee 





Because they must = 
use certain materials that easily \\ 
soil surroundings, many producers con- \\ 
cede that they cannot keep their factories 
clean. Being in the electrotype business where 
cleanliness is admittedly difficult though not impos- WW 
sible, we might succumb to this thought. * But we are } 
not in agreement, for we believe shops and offices 
should be cheerful places in which to work. AtP&A \V/ 
cleanliness is a ‘‘must’? with all facilities to main- 
tain it. Daily porter service and frequent plant 
decoration contribute to this standard. * And 
the thought persists, that a business insist- 
ent upon factory cleanliness must be 
equally fussy over the quality /} 
\ of its product. Y 
a 


PA for more than half a century, 
has maintained that quality and service 
Should go hand in hand. 


PARTRIDGE & ANDERSON COMPANY 
HARRISON 7-3732 «© 712 FEDERAL STREET + CHICAGO § 


TENAPLATE AND VINYLITE MOULDED ELECTROTYPES ¢ NICKELTYPES 
MATRICES ¢ STEREOTYPES AND PLASTIC PLATES ¢ R.O.P. COLOR MATRICES 
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dwertising Requirements 


Union Oil Co. Sells 


lis Dealers on Service 


By A. W. Townsend 
Sales Promotion Projects Supervisor 
Union Oil Company 
Los Angeles 


In 1953, Union Oil Co. will spend 
approximately $2,000,000 for adver- 
tising and sales promotion. Since the 
company has some 4,000 service sta- 
tions carrying its line in the nine 
western states, this represents $500 
for each station. 

That is a sizable expenditure, and 
must be justified by results. It can’t 
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An unusual movie, a traveling show and a complete 
employe training program help an oil company convince 
its dealers that there is money in service. 


be unless each dealer racks up every 
potential sale created or made possi- 
ble by this expenditure. 

Experience proves it isn’t in the 
cards that dealers will accomplish 
these objectives unless they are 
thoroughly sold on the advertising 
and sales promotion program, and 
their employes are trained to follow 
through at the point of sale—the 
Pump Island. 


> Like many companies Union Oil 
traditionally sends its executives on 


a swing around its marketing area 
every January to enthuse dealers 
about plans for the year ahead. This 
is an essential job, because all but 
28 of the 4,000 Union Oil service 
stations are operated by independent 
businessmen. Their enthusiasm and 
support must be voluntary. 

Most years the January meetings 
have been formalized into a dinner 
for dealers and selected employes, 
followed by company speakers tell- 
ing advertising and sales promotion 
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plans. Occasionally 
was provided. 

In planning the 1953 meetings 
home office and field executives 
agreed that while dealers generally 
provide good service, there is al- 
most no effort to sell by station em- 
ployes. 

It can’t be said this is a startlingly 
new fact. Most dealers know this or 
have been reminded of it many 
times in the past. Thus the problem 
became one of first grabbing the 
attention of dealers, then convincing 
them something can and should be 
done about a distressing “lack of 
sell” among most employes. 


entertainment 


> A potential answer, and, as it 
proved, a correct one, was a motion 
picture, “The Road We Travel.” The 
final film was an edited, 30-minute 
condensation of 4% hours of candid 
photography taken during typical 
customer sales situations in 83 sta- 
tions scattered through the nine 
western states. 

“Interviews” were conducted 
without the knowledge of either 
dealers or their employes. They 
were set up by Philip Fell, sales 
promotion projects supervisor, and 
myself by driving a Pontiac con- 
vertible pulling a standard house 
trailer into a Union Oil station. We 
alternated between driving the car 
and locating ourselves back in the 
trailer. Inasmuch as only employe 
interviews were desired, a query 
was made to determine the status 
of the attendant owner or 
employe. 


’ 


Flight 76 . . . Union Oil hired this troupe of professional actors, actresses and musicians 
and drafted three employes to act as prop men, to put on a 30-minute live show for its 
dealers. The author, A. W. Townsend (standing directly behind the bass viol) and John 


Dreyer, Foote, Cone & Belding (standing next to author), also traveled with the “Flight 76" 
company. 
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The explanation was then given 
that the driver would be leaving on 
a vaeation trip tomorrow, and de- 
sired a final check-up All ensuing 
conversation was picked up on one 
of two microphones hidden in the 
convertible. Motion pictures were 
taken simultaneously with a 16-mm 
camera located in the trailer behind 
a one-way glass window which per- 
mitted a full view of the car and 
all servicing. A professional camera- 
man was used, with whoever was in 
the trailer indicating what was to be 
taken. 
> Perhaps the best means of telling 
what the camera and mikes picked 
up is to excerpt from the narration 
accompanying the edited film. The 
opening narration explains the trip 
was made to determine “how your 
employes sell. At the outset, we 
didn’t know what the results would 
be. We hoped however, that the re- 
sults would give us material to help 
you improve your salesmen’s abil- 
ities.” 

Explanation is then offered that 
to give employes every opportunity 
to sell, the following sales openings 
were set up: the two front tires 
were almost beyond the retread 
stage; the fan belt obviously needed 
replacement; there was nc wind- 
shield wiper on the driver’s side; a 
sticker showed the car hadn’t been 
lubricated for three months; the 
door-jamb sticker told the same 
story, oil change and lubrication 
miles past due; before every stop the 
oil was drained so it was two quarts 


low; tire blacking compound was 
added to the oil so it appeared ready 
for a change. Total cost of the obvi- 
ous service and merchandise needed 
was $150.86. 

Twenty of the actual interviews 
are then shown, with accompanying 
recording of conversation. Where 
pertinent, the narrator makes ap- 
propriate comment. When all the 
edited interviews have been shown, 
the following summation is made for 
the 83 original interviews: 


> Sixty-four men checked the front 
tires, but only three mentioned they 
were bad and suggested new ones be 
purchased; 80 men cleaned the 
windshield, but only seven noticed 
the wiper blade was missing; oniy 
nine called attention to the battered 
fan belt; only one man tried to sell 
lubrication; only five bothered to 
look at the door-jamb sticker, and 
only three of these five recommended 
an oil change. 

Adding up, it was stated purchases 
should have totalled $12,372.52. Ac- 
tually the car driver was sold only 
$278.40 worth of service and mer- 
chandise, less than 3% of the poten- 
tial. 

The picture was an obvious an- 
swer to the question: “How can we 
impress dealers with the fact lack of 
sell results in failure to realize in 
full the sales potential created by 
our sales promotion and advertis- 
ing?” 

There could be no doubt of the 
authenticity of the study, because 
many dealers saw and heard their 
own employes. This contributed to 
interest and attention in that other 
dealers wondered if their stations 
would be shown. Psychologically, 
the picture had another effect: Many 
dealers remarked, “I saw myself in 
that picture.” There was no adverse 
reaction to the methods used in get- 
ting the “interviews.” 


> The next step in putting together 
the annual meeting program for 
dealers was a 30-minute live show 
titled “Flight 76.” This was also the 
over-all title for the program. The 
objective of this was to relate the 
problem of untrained personnel to a 
positive program of employe re- 
cruitment and training, local sales 
promotion and public relations and 
advertising support from Union Oil. 

Professionals were used for the 
live show. When we had organized 
what we wanted to say, the job was 
turned over to Music Corp. of Amer- 
ica. MCA then handled the writing 
of the script, employment of talent, 
design and construction of props and 
set, and two weeks of rehearsal. 

A cast of eight was used. It con- 
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1. Greet the customer ° 
with a smile. . 


Seeeeeeeeeoeeeeeeeeces eeeeeeeeceseeeeees 


6. Check the battery. 


ceeeeeeeeeeoecees 


~ Number Two Man should: 


1. Clean the glass. 


sisted of a Union Oil “dealer,” also 
a singer; an airline hostess and three 
“Royal Triton” girls, all of whom 
were singers; and three instrumen- 
talists. 


> The script of the live show is 
based on flashbacks concerning the 
experience of a prize-winning dealer 
en route by plane to Hawaii. Action 
was a combination of conversation 
between the dealer and the steward- 
ess, songs with lyrics written to put 
over points, and cut-in observations 
by myself and John Dreyer of our 
agency, Foote, Cone & Belding. 
The tenor of the live show is set 
by the cut-in observation: “Good 
evening. Those were nice guys, 
weren't they? But they'll never 
make you rich. Think about all the 
sales they missed. Not just the big 
ones such as tires and batteries, but 
the regular every day sales that any 
service station man should always 
be looking for. Your men lost 
you a lot of money and you are going 
to keep right on losing that money 
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2. Take the order. 


7. Fill the radiator. 


2. Check the tires. 


3. Fill the gasoline order. 


Seeeeeeeeeeeeeceoeeeoeeeeeeoeecees 


Seeseeeeeeseseeeeoseeseeeeeee 


Sot SCSSSSSSEHESESSESEESEHSEESE 


8. Clean the glass. 
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oe 
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er 
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3. Brush out front and 
rear compartments. 


4. Open the hood-Open 
your eyes. 


9. Check the tires. 


eeeeeeeeeeeeeeeeeeeeeeee 


4. Empty ash trays. 


5. Check the oil. 


10. Receive payment — 


thank the customer. 
eeeeeeeeeeeaeeeeeeeeeeee 


5. Dust off car. 


OOS OSES EOE EAE EEOE ESSE SESE SESE EE SHEESH EEEEESESESOSEESSOSEELOOEESESE 


eee Ceeeeeeeeeeeeeeee SHSHSSSSHSHSSSHHSHHHEHOHESESEHEEEEEEEHESESEEHEHEEESE SEHR ESE BEBE EE 


unless you and the Union Oil Co. 
do something about it.” 

Switching to the plane set, con- 
versation between the dealer, the 
stewardess and the Royal Triton 
girls (this is the brand name for our 
premium oil), the point is made that 
a year ago the dealer had trouble 
making ends meet that now 
everything is fine, because he got a 
program for recruiting and training 
employes. Various pieces of material 
for this purpose are discussed. 


> Reference is made to _ specific 
problems revealed by the motion 
picture, and helps provided by 
Union Oil to overcome them. In 
turn, the 1953 signs, window display 
helps, and point of sale material are 
shown and discussed. Also direct 
mail procedures, sales promotion 
helps and public relations. 
Reaching the advertising program, 
the Royal Triton girls show repro- 
ductions of ads to run in magazines, 
newspapers, spectaculars and bill- 
boards. Discussion reveals ads will 


appear in Pathfinder, Newsweek, 
Look, U. S. News and World Report, 
Sunset, Holiday, Collier’s, Saturday 
Evening Post, and in every daily 
newspaper in the West on the sched- 
ule of one full page a month. Esti- 
mated readership figures are given 
for each medium. 

The show concludes with an- 
nouncement of an oil sales contest, 
and the prizes to be given. 


> The film and show were staged 35 
times, at the rate of once a day, five 
days a week, over a period of seven 
weeks, January-March. The troupe 
traveled in three cars, covering 
about 200 miles a day between 
shows. Props were conveyed in a 
truck. 

At each appearance, the district 
manager would open the meeting. A 
territory representative introduced 
the film, which was followed imme- 
diately by the live show. Total time 
was one hour and 15 minutes. After 
the program, refreshments were 
served, with the musicians furnish- 
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Textbooks for Attendants . 


. . These three pocket-size training booklets were part of 


Union Oil's program to educate service station employes. The manuals were written in 
easy-to-understand language and liberal use of cartoons throughout gave the booklets 
a light touch, Each of the manuals covered a different aspect of selling and servicing. Union 
distributed them to all its dealers and urged that they be given to new attendants. 


ing entertainment. This lasted about 
one hour. 

At various times, all the com- 
pany’s principal executives were at 
the meetings. All made it a point to 
attend as many meetings as their 
personal schedules permitted. 


> The cost of the nine-state, seven- 
week junket was in the neighborhood 
of $50,000. Major items of expense 
were the film ($12,000), and the live 
show ($16,000). Over-all, although 
more elaborate than most years, the 
meetings cost less than average. 

The difference in cost is accounted 
for by the fact that in other years a 
full dinner was served as compared 
to buffet refreshments this year. 
Also, in previous years, selected em- 
ployes were invited to the meetings, 
so total attendance averaged more 
than 7,000. This year, because of the 
emphasis placed on weakness of em- 
ploye training programs, only deal- 
ers were invited. 

Since the subject of “Minute Man 
Customer Service,” which presents 
solutions to the problems revealed 
in the motion picture, is a large one, 
the objective of these meetings was 
only to drive home the need for 
better employes, better trained to 
sell. No material was distributed at 
the meetings. 


> However, a very comprehensive 
kit of material covering the subject 
exhaustively is now being presented 
to small groups of 30 dealers by 
retail representatives in the field. 
This phase of “Flight 76” was cre- 
ated by Philip Fell. 

Working from a prepared script, 
the representatives are presenting 
the material in this fashion: Recall- 
ing the film “The Road We Travel,” 
the representative asserts, “The per- 
sonnel of your stations is simply not 
well trained. The great majority of 
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your salesmen are good men... 
they’re fine fellows, great guys, but 
all evidence points to the fact that 
they are not trained correctly.” 

Following further remarks in this 
vein, each dealer is then handed 
Union Oil’s “bible,” “Minute Man 
Customer Service.” The point is made 
that this booklet is extremely impor- 
tant because it is the basis for all 
other training aids. High spots and use 
of the booklet are then reviewed. 


> The representative then passes 
out a “Management Manual.” This 
manual is broken down into four top- 
ics: personnel procurement; person- 
nel selection; personnel training; 
community relations. He again high- 
spots the treatment of each subject. 

Taking note of the fact the film 
had proved a great majority of em- 
ployes could not correctly measure 
the dipstick for oil, a completely 
new and original dipstick guide is 
then presented. The representative 
observes there is no longer any ex- 
cuse for missing oil sales because of 
failure to read the dipstick correctly. 

Three pocket-size training book- 
lets comprise the remainder of the 
material offered the dealers. The 
first booklet is for a new employe to 
study before he goes on the job. The 
second goes into detail on selling and 
servicing, and is designed to be 
given to the employe at the close 
of his first day. The third booklet 
covers the selling of TBA—tires, 
batteries and accessories—and is 
given at the end of the second day on 
the job. 

The meeting concludes with the 
showing of a training film featuring 
Jerry Colonna. 


> It is too early to measure accurate- 
ly the over-all effectiveness of this 
program. Our only hint was the en- 
thusiasm with which it was received. 


All of the reports coming in from 
the district and territory offices in- 
dicate that the subject material was 
pertinent. For the past few years, 
our independent dealers have been 
fighting a serious battle, trying to get 
top-grade employes, keep them and 
train them to be effective salesmen. 

Whenever you have a program 
that offers help to a real problem, 
most of the cards are in your hand. 
Tnis was one of those cases. We 
think our method of presenting it 
paid for itself many times in the 
interest and stimulation it gen- 
erated. 44 


Expect 5,000 To Attend 
Ad Essentials Exhibit 


Five thousand top level advertis- 
ing buying executives are expected 
to attend New York’s coming Ad- 
vertising Essentials Show, the Ad- 
vertising Trades Institute announced. 
The institute already has received 
that many advance written requests 
for guest tickets. 

Over 80% of the available exhibit 
space was reserved prior to May 1, 
and a fully occupied show is foreseen 
for the opening at the Hotel Bilt- 
more, June 9, by Thomas B. Noble, 
show chairman. 

The show was planned to help 
overcome the problem of overtaxed 
interview time—both for advertis- 
ing buying executives and suppliers 
of services and materials to this field 
—by providing a trade market meet- 
ing place for seeing and showing the 
latest developments of graphic arts 
suppliers, art services, display pro- 
ducers, paper manufacturers and 
many other essential advertising 
services. The exhibit will be pre- 
sented twice yearly, each spring and 
fall. Out-of-town buyers who ex- 
pect to be in New York at show 
time are invited to write to the in- 
stitute for guest tickets. 44 


Convention To Consider 


Merchandising Problems 


A symposium on “Merchandising 
Problems and Tools for Today” will 
be the highlight of the 49th annual 
convention of Advertising Federa- 
tion of America to be held June 14- 
17 in Cleveland, Ohio. 

James J. Nance, president, Packard 
Motor Car Co., (Detroit) will de- 
liver a major talk at the merchandis- 
ing symposium to be held June 15. 
Arthur “Red” Motley, publisher of 
Parade, (New York) will also be a 
featured speaker at the convention. 
Mr. Motley will speak on the activities 
of organized advertising, “Serving 
Advertising, Business, the Public.” 
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One Ad: Complete Campaign. . . This two-page spread in Life laid the foundation 


for a complete campaign for Culligan Inc. Around it was built an intensive sales and 
advertising effort on the local level. 


ti 
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Merchandising 
a Single Ad 


Boosts Culligan Sales 


By Donald L. Porth 
Director of Sales 
Culligan, Inc. 
Northbrook, Ill. 


Advertising, followed up with 
dealer and consumer merchandising, 
pays big dividends. 

That’s an advertising truism. But 
at Culligan, Inc., we’ve used that 
truism since our soft water service 
company was founded at North- 
brook, IIl., in 1936. We had only one 
dealer then. Now we have 1,075 
dealers serving 800,000 families in 
the United States, Alaska, and Can- 
ada. The truism helped in all our ex- 
pansion. 

Take one of our recent campaigns. 
We spent over half of our $100,000 
yearly ad budget on it. A double- 
page Life spread cost $31,234 at that 
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time. Dealer merchandising aids cost 
another $20,000. The campaign was 
engineered and conducted by Alex T. 
Franz Advertising (Chicago), our 
agency since almost the very start of 
the Culligan organization and a big 
factor in our growth. 

Results? Ninety per cent of Cul- 
ligan Soft Water Service dealers tied 
in, the effects of the campaign lasted 
more than a year, and sales went up 
42 per cent. 


> Here’s how we did it: 

We decided to hinge the campaign 
on a Life ad. While one-shot ads in 
and by themselves are usually in- 
effective, this particular ad was de- 
signed as an integral part of the 
entire campaign. 

Instead of bearing the brunt of the 
selling job alone, the ad acted as a 
springboard for individual dealer 
efforts. 


CULLIGAN SOFT WATER SERVICE 


RT Eta ANNABEL 


27,500,000 READERS 
WILL BE “EXPOSED” TO 
JME OUR EPIDEMIC BY A 
p N 


@DOUBLE-PAGE AD 
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SEE HOW YOUR NAME WILL SPREAD 
re a le) ee 


To do this, we included the names 
of all our Culligan dealers in the 
Life ad. This feature did two impor- 
tant jobs: 


e First, it made the dealer feel he 
was a part of the vast Culligan pic- 
ture, and 


e Second, it buttoned-down the ad 
locally for merchandising purposes. 


> Of course, the ad did some selling, 
too. Across the bottom in reverse 
blocks we featured the mainstays of 
the Culligan line for homemakers— 
our soft water service, the home- 
owned Cul-matic softener for fami- 
lies not on a Culligan service route, 
and Cul soap, made especially for 
soft water use. 

The ad included a coupon which 
offered a booklet describing soft 
water service, and another outlining 





AD IN THE MARCH 201% ISSUE 


SUCCESSFUL SELLING SUGGESTIONS 


Because you know your customers, and they know 
you you are in a perfectly ‘‘natural”’ position to 
ask them for sales leads. Be polite, but don’t be 
bashful about asking for names. As a matter of fact, 


name. 
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you in the light of a “service-expert.” 


come right out and tell them about the contest . . . 
and that you can win a prize. Before you call on a 
prospect which was provided by your customer, be 
sure to read and observe the following points: 


Your prospect sees you FIRST when she opens the door. Make your first impression a good impression 
by wearing a clean and neat uniform. Have a fresh shave and polished shoes. 


When you introduce yourself, smile and tip your cap. Look directly at your prospect, and call her by 


Use the name of the customer who gave you the referral. 


Keep your approach simple. Be sure everything you say is easily understood and followed. 
Don't attempt to tell the Culligan story on the door-step. Save that for inside the house. 


Ask for permission to give a simple soap test demonstration at the kitchen sink. Explain the savings and 
benefits of soft water—point out that these savings ore the same as are being experienced by the 
customer who submitted the prospect's name. Look for an opportunity to ask for the order! 


Don't wise-crack. Nobody likes a smart-alec. You should be confident, but not “cocky” or “familiar.” 


Don't go away “mad.” You won't sell every person who opens the door. You may find some people in 
bad temper, some downright rude. Take it as a matter of course. Try to make a later appointment. in 
any event, walk off every porch the same way you walked on it—with confidence and a smile—eager 
for your next approach—the one that may be a sale. 


Try to concentrate your calls in one afea. Time is your “stock in trade.” Hopping from neighborhood to 
neighborhood robs you of time you should spend selling. 


Avoid using the telephone. It's too easy to get a flat “NO.” Line 
up two or three appointments for evening demonstrations whenever 
you can. Wear your uniform on evening calls, too, because it places 


GET YOUR SHARE OF PRIZE MONEY! 


franchise opportunities. 

That Life ad accounted for one- 
third of our annual budget and left 
us with $20,000 to follow it up. 


> Before the ad appeared, we met 
with our district managers and dra- 
matically presented the whole pro- 
gram. We gave them necessary ma- 
terials and information, then sent 
them out to instill dealer enthusiasm 
at 50 district meetings. 

The outstanding successes of past 
Culligan sales promotions was good 
enough to draw 85% of our dealers 
to the meetings. We consider this at- 
tendance mighty good, considering 
that many dealers had to travel long 
distances, and every one came at his 
own expense. 

Then and there at the meetings, 
the district managers laid it on the 
line. The Life ad was coming out in a 
few weeks; now here’s what the 
dealers could do to use that ad for 
more sales. 


> Called “It’s Time to Start an Epi- 
demic! Culligan Sales Are Conta- 


18 


gious! (One Sale Leads to An- 
other!),” the entire campaign was 
presented to the dealers in a 20 page 
10” x 15” plan book. Each dealer 
found inside his plan book: 


1. An advance reprint of the Life 
ad, with material explaining how 
dealers 
name and community as featured in 
the ad. 


2. A reprint of the Life ad in self- 
mailer form to be sent to all home 
and commercial Culligan customers. 
3. A Life ad reprint in counter dis- 
play card form. 

4. A 3-col. x 5” dealer mat headed 
“See Our Ad In Today’s Life,” for 
local newspaper insertion on the day 
the ad appeared. 

5. A suggested 5-col. x 16” all-copy 
ad announcing the Life spread for 
dealers who wanted more display 
than the mat offered. 


6. A sample 2%” x 1%4” “Adver- 
tised in Life” sticker for letters and 


bills. 


could capitalize on their 


How to be a Winner ... Culligan dis- 
tributed these tip sheets to servicemen, out- 
lining practical hints for boosting sales and 
winning a share of the contest money. 


7. A 2%” x 134” Life string tag to 
be fastened to Culligan products in- 
stalled or sold during the campaign. 


8. A copy of “Soft Water Splashes,” 
a 5” x 2” four-page miniature news- 
paper, again featuring the Life ad as 
well as soft water stories and tips, to 
be sent with the next billing. 


9. A suggested four-page printed 
or mimeographed leaflet describing 
soft water and soft water service. 


10. A fill-in publicity release for 
newspaper placement by the local 
dealer, reporting that his name was 
featured in Life magazine. 


11. A Culligan Identification Pro- 
gram bulletin, describing the com- 
pany’s line of indoor and outdoor 
neon signs, road signs and decalco- 
manias. 


12. A “special bulletin” describing 
the “Sale-Matik,” our sales presen- 
tation kit for door-to-door salesmen, 
containing materials for actual hard 
and soft water comparisons, and 
photos of soft water at work. 


13. A second “special bulletin” de- 
scribing a new method of quick- 
connection for Culligan service sof- 
teners. 


14. A reply envelope and order 
blank for Life stickers at $1 a thou- 
sand, Life display cards at 49¢ each, 
Life tags at 60¢ a hundred, Life self- 
mailer reprints at $1.75 a hundred, 
“Soft Water Splashes” at $1.40 a 
hundred, and the “Sale-Matik” kit 
at $16.95 each. 


> But that’s not all. That was just 
the merchandising material we pro- 
vided the dealers. Next, we outlined 
contests to get Culligan customers 
into the picture, as well as a service- 
man sales contest. 

Believing that a satisfied Culligan 
customer is the best way to spread 
the word to others, dealers were ad- 
vised to hold “Use the User” con- 
tests to tie in with the Life ad. 

The plan book included a five- 
page enclosure outlining ways to 
conduct such contests. Everything 
involved was covered, from the an- 
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SPREADING THE GOOD WORD! 


INSERT A TIE-IN AD IN YOUR 
LOCAL PAPERS 


FEATURE THE 
* ACTUAL-SIZE DISPLAY CARD 
USE THs 
STICKER ON YOUR In YOUR WINDOWS 
GULS AND LETTERS = 


HANG THIS TAG ON EVERY 
SERVICE UNIT YOU EXCHANGE 


REPRINTS PROVIDE A WONDERFUL 
PROMOTION PIECE FOR YOU! 


EMPHASIZE YOUR 
CULLIGAN BRAND NAME 
WITH SIGNS! SIGNS! SIGNS! 


SEND YOUR NEW IsSuUE 
OF SPLASHES” WITH 
YOUR APRIL Isr BILLING... 


MENTION THE LIFE AD IN YOUR LOCAL RADIO SPOTS 
+» AND MERCHANDISE YOUR BIG-TIME NETWORK 
RADIO PLUGS AT EVERY OPPORTUNITY! 
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Spreading the Word. . . Culligan left no stone unturned in making the most of its 
single ad in Life. This spread from a dealer promotion brochure urged dealers to ‘get 


in on the act’ in their areas. 


nouncement letter and the prospect 
and follow-up post cards to the con- 
gratulatory letter and suggested 
awards. 

These “Use the User” contests 
were optional with the dealer, and it 
was his show to run from start to 
finish, including the prizes. 


> The company supplied the cash 
awards for the servicemen’s contest, 
which was actually divided into two 
contests—one for the first half of the 
campaign, and the second for the 
latter half. 

Outlines of the contest were in- 
cluded in the plan book for distribu- 
tion to servicemen. Some 115 prizes, 
including two $150 first prizes, were 
awarded for the most service instal- 
lations of softeners sold. 

Servicemen were eligible to enter 
both contests, if they wished. Grand 
prize awards of $250, $150, and $100 
were presented to the high man of 
the entire contest period. 

Necessary post cards were pro- 
vided for the Culligan dealer to sub- 
mit names of servicemen contest- 
ants during the campaign. 

As an added incentive, we offered 
to ship to each dealer a free 20- 
pound pail of Cul soap for each or- 
der of five service units or for each 
home-owned softener. 


>That was our campaign. We set 
no actual time limit to it, although a 
two-month limit was placed on the 
servicemen’s contest. But we saw no 
reason to confine our promotion to 
any deadline. 
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Apparently we did the right thing, 
because the effects of the contest 
lasted for almost a year, judging 
from the orders for promotional ma- 
terials which kept coming in. 


> Here’s how our dealers kept us 
hopping: 


e Though every dealer received a 
free ad mat with his plan book, 500 
more mats were requested. 


e Display cards were included in 
the book, too, but dealers took 1,800 
more at 49¢ each. 


e Local tie-in ads using our mats 
and the suggested all-copy ad ap- 
peared in 1,500 local papers. 


@ Dealers ordered more than 700,000 
“Advertised in Life” stickers. 


e Over 350,000 Life ad reprints were 
ordered, as well as nearly 200,000 
string tags. 


e The miniature newspaper bill en- 
closure was so popular that printers 
could barely keep pace with orders. 
More than 400,000 of these were or- 
dered. 


> A successful campaign? Yes, by 
any standard. But only because ad- 
vertising was backed up by proper 
merchandising. 

Certainly a well-rounded cam- 
paign demands extra time. But at 
Culligan we think the extra time and 
extra thinking we put into our cam- 
paigns pay off handsomely in the 
end. 44 


oe Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are 
now available: 


101...Time and Cost Guide for 
Producing TV Films 
by Lee Randon, Feb- 
ruary, 1953 25¢ 
.The Public’s Preferences 
In Calendars 
February, 1953 25¢ 
. All of the People Some of 
the Time 
by Nicholas Samstag, 
March, 1953 25¢ 
.Display Package Builds 
Sales for Zymenol 
by Webster Kuswa, 
March, 1953 25¢ 
. Let’s Swap Ideas 
March, 1953 25¢ 
.Need To Save Money? 
Why Not Try Cartoons in 
Your Advertising? 
by Sid Hix, 
March, 1953 25¢ 
.Old Types Never Fade 
Away 
by Edward M. Diamant, 
March, 1953 25¢ 
. The New Look In Adver- 
tising Specialties 
by William E. Coffman, 
March, 1953 25¢ 
.Do’s & Don'ts For Tele- 
vision Commercials 
by Harry Wayne McMahan, 
March, 1953 25¢ 
.55 Ulcer Reducers for Ex- 
hibitors 
April, 1953 25¢ 
Reprints of editorial features 
are offered here as a_ special 
service to AR readers. Please 
send number and name of ar- 
ticle with exact amount in coins, 
stamps, or check to: Reprint 
Editor, Advertising Require- 
ments, 200 East Illinois St., Chi- 
cago 11, Ill. 
Sorry, we can’t handle credit 
orders under $1. We’ll be happy 
to bill you for larger sums. 


“His vocabulary is somewhat limited .. . 


but all he costs us is crackers 





Sa eaeaeaeeeanmnee2er 27 
ome, 6 
7 : 
-- ; 


195% | 


; Ss 


1 i Lithographic 
Award 


Winners 








The 197 winning entries of the 3rd annual Lithographic 
Awards Competition were revealed at the opening of an 
awards exhibit at the Gallery of the Architectural League 
in New York May 18. Officials of the Lithographers National 
Assn., sponsors of the competition, presented each first, 
second, third and honorable mention award winner and 
each lithographer who produced the winning material, with 
certificates. 

A catalog listing all the winning entries was distributed at 
the exhibit. The winners will be on display at the gallery in 
New York for two weeks. They will then move to Chicago 
for showing at LNA’s 48th annual convention to be held at 
the Edgewater Beach Hotel, June 16-18. During the year 
the exhibit will move across the country for showing in 
principal cities. 

Over 1,500 entries were received from all over the country 
and Canada. LNA officials announced that the distribution 
of material in the 41 classifications was the best of the three 
competitions. For the first time awards were given for lith- 
ographer’s own promotion material and a large number of 
lithographers submitted entries. 


> Representative of the first prize winners are the 15 exam- 
ples illustrated: 


1. Direct mail—materials in one or two colors. “Questions 
All America Is Asking.” Produced for National Broad- 
casting Co. by United Offset Co. 


2. Display cards—car cards, bus, end cards. Lucky Strike. 
Produced for American Tobacco Co. by United States 
Printing & Lithograph Co. 


3. Calendars. Old New York 300 Years Ago. Produced for 
New York Life Insurance Co. by Ketterlinus Lithograph 
Mfg. Co. 


4. Catalogs. Chrysler New Yorker. Produced for Chrysler 
Sales Division by Regensteiner Corp. 


5. Unclassified materials. “Summertime and the Listening 
Is Easy.” Produced for Columbia Broadcasting System by 
Crafton Graphic Co. Inc. 


6. Covers, inserts and signatures. Textural studies inserts. 
Produced for Champion Paper & Fibre Co. by Litho- 
Krome Co. 


7. Bank and commercial stationery—matched stationery 
(set) for same client. Produced for Gothic Press Inc. by 
Gothic Press Inc. 


8. Posters—1, 2, 3—sheet, truck, wall, window, etc. Bohack 
Turkey. Produced for H. C. Bohack & Co. by United States 
Printing & Lithograph Co. 


9. Point of purchase material—window displays, multi- 
plane. Revlon’s “Touch-and-Glow.” Produced for Revlon 
Products Corp. by Alpha Lithograph Corp. 


10. Packaging material—wrappers. ‘‘Paint the Town 
Pink.” Produced for Revlon Products Corp. by Lord Balti- 


more Press Inc. 


11. Direct mail—lithographer’s own promotion. “Old 
Hands” broadside. Produced for Brett Lithograph Co. by 
Brett Lithograph Co. 


12. Point of purchase material—window displays, flat- 
plane. Candy Cupboard Ingredient. Produced for Lovell & 
Covel Co. by Einson-Freeman Co. Inc. 


13. Packaging material—cartons. Pioneer Filter Kit. Pro- 
duced for Pioneer Scientific Corp. by Turk & Reinfeld. 
14. Annual reports. Northrop Annual Report. Produced 
for Northrop Aircraft Inc. by Jeffries Banknote Co. 

15. Direct mail—folders, broadsides. Times Magazine Cut- 
outs. Produced for New York Times by Charles Offset Co. 
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* Collins, Miller 
& Hutchings, inc. 


America’s finest 
photoengraving plant 


207 NORTH MICHIGAN AVENUE, CHICAGO 
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An €S3 Industry Survey 


Do's & 


Do 


tor bet 


America’s photoengravers have a 
universal problem—getting enough 
time to do a quality job. This fact 
was clearly evident in an industry 
survey just completed by AR. We 
asked a cross section of engravers 
from coast to coast to give us sug- 
gestions which we could pass along 
to admen to help them get better 
engravings. 

One of the questions in AR’s in- 
dustry survey was what the engrav- 
ers consider their number one prob- 
lem. In almost every case it was the 
same: Not having sufficient time to 
produce quality engravings. 

The case for giving the engraver 
more time was outlined in consider- 
able detail by Harry Hahn of 
Graphic Arts Engraving Co. (San 
Francisco). His detailed analysis of 
the situation can be found on page 


26. 


> There were many other recurring 
suggestions. Joe Todd of Fort Wayne 
Engraving Co. (Fort Wayne, Ind.) 
reported, “We find that far too many 
customers order plates without des- 
ignating the screen or the paper 
stock upon which the job is to be 
run. Even if they designate the 
screen we find that if we know the 
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stock we are in a better position to 
make the proper engraving.” 

Helen Perkins of Independent 
Press-Telegram Engravers (Long 
Beach, Calif.) commented, “Many 
times art layouts are submitted with 
sloppy paste-up work. The camera 
picks up everything and work that 
is not neat results in opaquing and 
handwork by the engraver for which 
an additional charge is made. Time 
work charges by photoengravers are 
expensive and schedules can’t be 
met with this type of copy.” 

Several engravers warned about 
color separations. Ray Harder of 
Pacific Press Inc. (Los Angeles) 
cautioned, “Do not attempt to make 
color separations on overlays unless 
you are technically competent and 
are using adequate materials. When 
mistakes are made on this sort of job 
they are generally expensive and 
hard to pin down for responsibility.” 
J. Hendler of Aetna Photo Engrav- 
ing Co. (New York) added, “In 
many cases the cost of checking or 
correcting the register of color sepa- 
rated art is greater than if the en- 
graver performs the color separa- 
tion.” 


> George J. Ryan of Weber Engrav- 


tter engravings. 


ing Co. (Syracuse) and George E. 
Elfring of Barnes-Crosby Co. (Chi- 
cago) emphasized that the copy pre- 
pared for fine screen work rarely 
reproduces well in coarse screen for 
newspaper reproduction where con- 
trast is highly important. 

“Don’t send a dummy that is ob- 
viously well prepared . . . and later 
tell the engraver certain changes 
have been made, unless the changes 
are indicated,” warned S. Blake Mc- 
Nelly of Gulf States Engraving Co. 
(Mobile). 

The importance of complete in- 
structions for the engraver was 
further underscored by Ralph S. 
Shepherd of Bryan-Brandenburg 
Co. (Los Angeles). He urged, ‘Don’t 
be afraid to write a complete note of 
instructions, criticism of artwork, 
etc. The engraver is more likely to 
produce a proof that pleases on the 
first proofing. We can read instruc- 
tions but we can’t read minds.” 

Thomas L. Cooper of Southern 
Engraving Co. (Atlanta) cautioned 
admen, “Check mechanical specifi- 
cations in Standard Rate & Data 
before plates are in process. Give all 
requirements, such as dead metal 
bearers, etc., at 
order.” 


time of original 
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Jack Hall of Stafford Photo En- 
graving Service (Fort Worth) and 
G. P. Klauminzer of Arrow Engrav- 
ing Co. (Cleveland) emphasized a 
most important point: “Consult your 
engraver on any intricate jobs or if 
you don’t know the specific require- 
ments on any job.” 


> These and many other points are 
included in the following list of do’s 
and don’ts for better engravings 
suggested by engravers participat- 
ing in AR’s industry survey: 


@...mount all artwork and copy on 
even board. 

e... have sizes marked in a con- 
spicuous place on either front or 
rear of all art and copy (in addition 


to specifications on purchase or- 


ders). 


e ... always include instructions for 
handling of finished engravings, 
proofs and original artwork (i.e. ship 


to _ ___, hold for o.k., etc.). 


e ... include instructions for mount- 
ing of all engravings. 


e...mark desired cropping clearly 
on all copy. 


HEARD WHAT THE PRODUCTION 
MAN TOLD THE ACCOUNT 
EXECUTIVE? 


to WNU Plastics. Think of it, Johnson— 


only $8.44 for 20 plastic plates of a 2-col., 


§0-line ad. 


Know what 20 electros this size used to 
stand us? That’s right, 66 bucks! 


“Furthermore, these plastics are every bit 


as good as electros—and they w eigh in at 


1' + ounces each, as against 12 ounces per 
electro. That’s a load of lead, Johnson. 
Uncle Sam will charge you 36¢ first class 


mail just to cart it across 


the street— 


compared with only 6¢ for the 20 plastics. 


See why I’m so darn happy? Whyn’t you get 


your accounts 


to try it, too?’ Live neat and 


fm og ) lean, stick some money in the bank. Just tell 
s them to try WNU Plastics.” 


WESTERN 
NEWSPAPER UNION 


304 EAST 45th STREET, NEW YORK 


@...remove all old sizes and crop 
marks used on previous orders. 


@ ... protect artwork with acetate or 
paper flap. 

e...make all layouts as complete 
and accurate as possible. Paste up 
photostats of each element or be sure 
art will scale to the correct propor- 
tion and size. 

@...make keyline drawing with 
linework and type pasted in position 
for one shot if possible. 

e...clearly outline portions of pho- 
tographs desired, using Chinese 
white. 

e...specify ink number or send 
printed sample or swatch when 
special ink or color effect is desired. 
e@ ...use tissue flap to indicate areas 
to be dropped out pure white, or 
painted solid black. 


e...draw register marks on art- 
work and flaps for accuracy when 
two or more pieces of art are re- 
quired to register one upon the other. 
e...use thin guidelines to indicate 
extent of Ben Day or halftone. Draw 
in red if they are to be removed; in 
black if they stay on. 

e...use sufficient retouching for 
contrast on artwork intended for 
newspaper reproduction. 

e...use key letters or numbers to 
identify various elements, and mark 
both artwork and layout. 


e...draw base lines on artwork for 
mounting cuts on angles. 
e...specify “width” dimension first, 
“height” last when ordering definite 
plate size. 

e...know advantages and limita- 
tions of reproductive processes be- 
fore ordering engravings. 
e...specify the line screen wanted. 
e...give the engraver complete in- 
formation as to final use of plates— 
type of printing, paper stock, etc. 
e...select a typeface suitable for 
such reproduction when it is to be 
overprinted on screen panels. 


e...include color 
matching purposes. 


swatches for 
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Engraving Checklist 


When ordering photoengravings, 
be sure to include the following in- 
formation: 

1. Size—‘‘width"’ first; ‘‘height"’ 
second. 

. Type of plate—copper, zinc 
or magnesium. 

. Screen of halftone. 

. Mounted or unmounted—with 
or without bearers. 

. Mortises. 

. Number of proofs and type of 
stock in certain cases. 

. Color proofs and sample of 
ink or in numbers. 

. When wanted. 

. Delivery instructions. 

. Tints or Ben Day desired. Or- 
der by number or letter from 
your engraver's tint chart— 
never by per cent. 


e...if deviation from color of copy 
is desired, supply engraver with a 
proof, swatch or sample that shows 
actual shade desired. 

e...with color plates that are to be 
proofed with special inks and special 
stock, give the engraver several 
days’ notice while art is being pre- 
pared so that ink and paper will be 
on hand at proofing time. 

e ...in four-color reproduction take 
into consideration limitations im- 
posed by ink colors specified by 
publisher. 

e...keep rubber cement off face of 
reproduction copy. 

e...check proportions of insert 
copy to make sure it will fit. 
e...furnish engraver with accurate 
stripping layouts. 

e...specify whether plates are to 
be made for electros, mats, metal 
base or wood base. 

e...specify if bleed size is included 
in marked size. 

e...when using Ben Day or tint 
blocks, specify both screen and tone 
value. 

e...when marking overlays for 
Ben Day or color separation, be ac- 
curate. 

e...get printers to wash plates 
thoroughly after they’re used, and 
store carefully. 

e@ ...code or symbol each ad for fu- 
ture reference, especially if it is a 
portion of a campaign. 

e ...on intricate jobs, give the en- 
graver a dummy with complete de- 
tail as to stripping, slant, positioning, 
etc. 

e...be cautious in making your 
own color separations. 
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It's “Know-how” that does tt... 


From childhood through maturity, when 
we want things well done we seek out 
those with “know-how’—the ability to 
apply experience and skill with intelli- 
gence. ... Scores of knowing advertisers 
regularly specify ROGERS engravings 


—custom crafted for specific purposes. 


Member of the 


EN GR A V N G 
S Oo M P A N Y 
Waster Craftsmen of Photo-Engraving 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE * CAlumet 5-4137 * CHICAGO 16 





e...double check on mechanical 
requirements of publications for 
which engravings are to be used. 
Give complete instructions to the 
engraver. 

®...consult your engraver when- 
ever in doubt. 


@...(most important of all) give 
the engraver enough time to do the 
quality work your order deserves. 
Be sure to tell him exactly when the 
engravings are required. 


S& DONTS 


@...take any previous discussions 
or instructions for granted. 

e... attempt to prepare art on intri- 
cate jobs without consultation with 
your engraver. 

@...send art to engraver without 
complete instructions. 


Tight Deadlines and The Engraver’s Costs 


In answering AR's industry survey 

on “‘Do's and Don'ts for Better En- 
gravings, Harry Hahn of Graphic 
Arts Engraving Co. (San Francisco) 
sent along a detailed analysis on the 
problems of the engraver when bur- 
dened with too great a volume of 
rush" orders. 
e In these days of increasing 
prices and demands for service 
one of the main factors in the ris- 
ing costs of photoengraving is the 
demand for speed. 

Photoengraving costs are gen- 
erally based on grouping or as- 
sembling work on large fiats. 
Photography, special stripping, re- 
etching, finishing and _ proofing 
are, of course, individual hand 
operations. Only by having suf- 
ficient time are we able to group 
work on flats, thus enabling the 
etcher or other workers to put in 
sufficient time on each copy to 
insure the fine finished job to 
which you are entitled. If each 
job were taken entirely through 
your photoengraver’s plant as an 
individual piece of work, the cost 
would be entirely out of any 
practical reason. 

A good photoengraver’ will 
maintain the quality of his work 
under all conditions at all times. 
However, this becomes increas- 
ingly expensive when he is com- 
pelled to concentrate on a special 
rush plate at the expense of all 
the other customers. Your con- 
centration of money, thought and 
energy on the original plans, 
printing, artwork and publication 
space may not bring the full re- 
turns to you if the photoengraver 
is required to produce his part of 
the job in an unreasonable time. 

Materials such as copper, zinc, 
mounting wood and _ chemicals 
have increased in price so star- 
tlingly that your photoengraver is 
now compelled to use every de- 
vice and bit of experience to 
maintain prices where they are at 
this time. Rush work is wasteful 
of materials, because if a plate is 


being taken through alone it re- 
quires metal around the margin 
for handling which might other- 
wise be used in making other en- 
gravings. The etching solutions 
could etch a plate full of engrav- 
ings for about the same cost as a 
single small plate. 

Rush work causes errors in 
makeovers, because it upsets the 
regular routine of the plant, caus- 
ing delays on jobs on which we 
have probably made promises on 
delivery. When a worker has to 
lay aside his other work and con- 
centrate under pressure on a rush 
job that comes across his desk, 
the opportunities and probabili- 
ties of error and slipups increase 
many times. 

The volume of engravings 
bcught varies greatly from one 
week to the next. Few users of 
engravings can guarantee an even 
flow of business throughout the 
year. As a result, your photoen- 
graver often has too little or too 
much work to handle efficiently. 
Still we must keep on a full crew 
of men to take care of the volume 
when things are busy. As a result, 
a great amount of non-productive 
time exists which could be util- 
ized in the preparation of work 
for future delivery. It would be 
to our mutual benefit if your 
wants could be anticipated and 
the copy placed with your en- 
graver allowing him sufficient 
time to float the work through 
during his non-productive pe- 
riods. This would then enable 
your photoengraver to move your 
final hurry work through in 
small quantities without the ne- 
cessity of upsetting his whole 
plan. You can help us and at the 
same time help yourself. Think 
ahead, make your plans well in 
advance. It will cost less nerve 
strain and will enable you and 
your printer to get your work on 
time and without the strain to you 
and to your printer and to your 
photoengraver. 


e...ship plates without checking 
proofs for errors. 

@...use paper clips to attach in- 
structions to art (particularly pho- 
tographs). 

@...write on back of unmounted 
photographs. 

@...mark crop marks on the face 
of a photo (use margins or an over- 
lay). 

e...use fine serif typefaces when 
double-printing, especially on half- 
tones. 

@...use too deep a blue wash for 
indicating Ben Day or tint laying, as 
the blue will photograph. 

@...use cracked, torn or damaged 
artwork without first retouching or 
repairing imperfections. 

e ...rush your engraver if top qual- 
ity is necessary. 

e ...use anything other than typog- 
rapher’s etch proofs for type that 
is to be engraved for reproduction. 
Small type should be replaced by an 
electrotype patch. 

e...mix colors of paint when re- 
touching, as they photograph differ- 
ently. 

e...specify percentage tones of 
Ben Day or halftone tints without 
first consulting a tone chart. 


e...change your mind about color 
without correcting color guide for 
engraver. 

@...expect more in the engraving 
than is in your copy. 

e...forget that copy prepared for 
fine screen rarely reproduces as well 
in coarse screen for newspaper re- 
production. 

@ ... overlay crop marks so they be- 
come a part of the wanted area of a 
halftone. 

e...be afraid to write a complete 
note of instructions, 
artwork, etc. 


criticisms of 


®...surprint type on dark or con- 
fusing areas—it won't be legible. 

@ ... guess that copy will insert into 
a certain area. Use a proportion scale 
and be accurate. 

e...send brown or gray stats and 
expect clean reproductions. 
@...expect clean 
newspaper clippings. 
e...send a dummy that is obviously 
well prepared and later tell the en- 
graver certain changes have been 
made...unless the changes are in- 
dicated. 


etchings from 


e...submit art layouts with sloppy 
paste-up work. The camera picks 
up everything and work that is not 
neat results in opaquing and hand 
work by the engraver for which an 
additional charge is made. 
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e...“cry wolf” on deadlines. 


e...submit copy too large for nor- 
mal reduction. Time and money can 
be saved by furnishing reduced 
prints with original artwork. a4 


Complete Gravure Art 
Work Report Available 


The complete report on “Prepa- 
ration of Art Work for Color Roto- 
gravure” has just been issued by the 
American Newspaper Publishers 
Assn. and the American Assn. of 
Advertising Agencies. The 24-page 
manual contains the full report by 
the joint ANPA-AAAA committee 
on newspaper printing. The report 
was digested in a feature article in 
the March issue of AR. 

The attractively printed report 
will undoubtedly serve as a standard 
reference volume for every adman 
who must produce copy for gravure 
printing. While dealing primarily 
with color rotogravure, it contains 
helpful information on the prepara- 
tion of artwork for all types of gra- 
vure printing. 


For your copy circle No. 611 on the 
Reader's Service Card inside back cover 


Remington Develops New 
Pre-Sensitized Plates 


A special pre-sensitized offset 
plate has been developed by Rem- 
ington Rand (New York). Called 
the Photospeed Plastiplate, the new 
plate requires only one operation to 
prepare it for the press. 

The plates, which are similar to 
conventional Plastiplates manufac- 
tured by Remington, are available 
ready for exposure with all pre- 
liminary processing already incor- 
porated into the plate. No time or 
equipment for sensitizing the plates 
is required. 

After exposure the plate is merely 
wiped dry with cotton that has been 
soaked in the desensitizing solution. 
The plate is then ready for the offset 
press. Exposures with the new plates 
can be made as much as 60% faster 
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than ordinary plates and errors can 
be corrected easily right on the plate. 
Remington has published a color- 
ful folder entitled Now. . . Depend- 
able Speed in Offset Plate Prepara- 
tion which describes the new plates 
and gives directions for their use. 


For your copy circle No. 612 on the 
Reader's Service Card inside back cover 


Hycar Rubber Used 
For Printing Plates 


A new rubber printing plate gum, 
highly resistent to the deteriorating 
effects of mineral oil-aniline inks, 


has been developed by Stereotype 
Equipment Co. (Chicago). The new 
plate gum is based on Hycar Ameri- 
can rubber, a product of B.F. Good- 
rich Chemical Co. (Cleveland). 
The plate gum is easily precision 
molded into an extra long-wearing 
printing plate. The plates can be used 
for printing on any type of stock in- 
cluding cellophane, wax paper, box- 
board and metal. The rubber plates 
do not effect the brilliance of the inks 
and eliminate any undesired vari- 
ance in uniformity or intensity of 
ink laid down. This means a savings 
in printing costs since ink is not 
wasted. 44 





reproduction with. 
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1000 MADISON STREET 
OAK PARK, ILLINOIS 


.. we here at K & M can render 
you, EXCELLENT reproduction 
on zomag, Dow Chemical Com- 
pany’s new answer to better en- 


gravings ata... 


43% discount 
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WINDOW & STORE DISPLAYS 


Department Stores... 


JUNE 


WED THU Of Al 


‘Tinie to Plan Your 


19,20 . . 
30 Christmas Displays 


f) 


June may seem like a strange time 
to be thinking of Christmas—unless 
you are in the business of creating 
point of purchase displays. Right 
now merchandising and advertising 
executives throughout the country 
are writing and designing the ma- 
terial that will be seen in the na- 
tion’s store windows and on retail 
counters this Christmas. 

The 1953 Christmas buying season 
is quite apt to see a highly competi- 


Calvert... 


28 


eaten 


Coty... 


tive race to obtain display space— 
even greater than in past years. Dis- 
play producers are reporting in- 
creased interest in Yuletide displays 
as more and more manufacturers 
strive to capture a larger share of 
the lucrative Christmas gift buying 
business. 

> If present trends are any indica- 
tion, this year’s Christmas displays 
will lean heavily toward greater use 
of animation and three-dimensional 


Zenith... 


effects. Another strong trend seems 
to be toward use of integrated prod- 
uct displays which enable the man- 
ufacturer to get more of his products 
into a single display. 

While competition for display 
space will be great, retailers will 
probably exhibit a greater interest 
in using Christmas displays. They, 
too, are in a highly competitive race 
to attract the attention of con- 
sumers’ Christmas dollars and will 
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General Electric. . 


be looking for displays that will draw 
attention from the windows of com- 
petitors. 

Attention getting, however, is like- 
ly to be given less emphasis in many 
1953 Christmas displays. Last year 
saw such a large number of Christ- 
mas displays with attention-getting 
gimmicks the main feature, that 
many manufacturers have indicated 
they are planning to concentrate on 
“hard sell” displays this year. 
> To set the scene for 1953’s Christ- 
mas display planning season, AR has 
assembled a portfolio of some of the 
most successful 1952 Yuletide dis- 
plays. It is hoped that they will pro- 
vide admen with “thought ammuni- 
tion” for planning sales winning 
Christmas displays this year. 


e Santa astride a rocket ship was 
the traffic-stopper produced by W. I. 
Stensgaard & Associates (Chicago). 
It was used by leading department 
stores throughout the country. The 
Hecht Co. (Washington D. C.) fea- 
tured a 75-foot long rocket ship. 


General Mills... 
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Chesterfield... 


It contained six 42 inch diameter 
portholes, behind which was a series 
of six dioramas telling the story of 
preparing a rocket ship on the earth, 
prior to take off, the actual take off 
and a visit to a space station. The 
Stensgaard organization used new 
processes to give the dioramas a feel- 
ing of unworldliness, approximating 
the appearance of outer space as it 
looks at night. 


® Coty, aware of the fact that people 
will spend more for Christmas gifts 
if they are given a hand in helping 
them decide what to give, used 
the catalog page treatment in their 
holiday display. Einson-Freeman 
(Long Island City, N. Y.) produced 
a four panel window display which 
featured 27 full color gift items and 
plainly printed prices which ranged 
from $2 to $6.50. Design-wise the 
display was a five scored panel 60” 
wide and 39” high. The “Gifts” card 
was a separate unit. It was dis- 
played full width in large windows or 
closed like a folding screen, to half 


Landers, Frary & Clark... 


Mutual Life Insurance... 


the width, if required, for smaller 
windows. The display folded into a 
small package to bring it withir 
parcel post mailing regulations. 


e A sled pulled by a pair of smiling 
children gave General Electric a 
display which held three radio sets. 
It was designed to be used as a 
window display or a floor merchan- 
diser. Produced by Kindred, Mac- 
Lean & Co. of Long Island City, 
New York, the piece sold radios. The 
back piece measured 39” x 49”; the 
boy and girl card was 17” x 25”; the 
sled, which was a constructed job, 
measured 37” x 21” x9”. 


e A life-size Santa Claus carrying 
a bag of toys over his shoulder 
and holding a carton of Chesterfield 
cigarettes in his right hand urged 
“Buy Chesterfield—Regular or King- 
Size,” in a display made by Oberly 
& Newell (New York) for Christmas 
sales in 1952. Santa was lithographed 
in eight colors and mounted to a 
sturdy board with easels. Carton 


Hallmark... 





sales for gift purposes jumped and 
Liggett & Meyers Tobacco Co. was 
highly satisfied with the display. 


e An animated winter scene, incor- 
porated into a giant Christmas card, 
attracted attention in the windows 
of Mutual Life Insurance Co. in New 
York last Christmas. Created by 
Jenter Associates (Mount Vernon, 
N. Y.), the display showed three- 
dimensional figures skating and sled- 
ding in Central Park. Two electric 
motors provided animation to the 
figures. The display was set in a full- 
color 96” x 6’7” greeting card. 


e Holiday cheer was the keynote 
of Calvert’s merchandising endeavor 
for the 1952 Christmas season. A lo- 
comotive bearing the legend “Sea- 
son’s Greetings” was stopped by a 
brakeman flanked with a sign an- 
nouncing, “Come in—Calvert Gift 
Headquarters.” The lamp was acti- 
vated and swung back and forth. A 
metal “knocker” rapped against the 
windows of stores to attract the at- 
tention of passers-by. Created and 
produced by Consolidated Litho- 
graphing Corp. (Carle Place, N. Y.), 
the display aided in increasing Cal- 
vert’s holiday sales. 


e There were a number of products 
involved in Zenith’s window display 
for Christmas designed and executed 
by Inland Lithograph Co. (Chicago). 
The big problem was to create 
a complete merchandising window 
which could be used all at the same 
time for television sets, clock-radios, 
portable and home radios and ap- 
pliances. The solution was a large 
valence type background display 
with a Christmas tree in the center. 
Little figures on the tree held copy 
panels suggesting presents for the 
various members of the family. All 
material such as tree ornaments was 
enclosed and shipped in the back- 
ground display, thus forming a self- 
shipping container. 


e A gigantic Santa Claus, dual 
mounted to both sides of corrugated 
board, attracted attention to Gen- 
eral Mills products in food stores last 
year. Designed especially for super- 
markets, with a smaller size for use 
in independent stores, the over-sized 
display was designed and produced 
by Zipprodt Inc. (Chicago). The dis- 
play could be seen from anywhere 
in the store and became a focal point 
for a tremendous mass of actual 
merchandise. A wrap-around litho- 
graphed paper skirt at the base of 
the display created the illusion of 
Santa pushing an over-size cart. 
An unusual feature of this colorful 
display was that it did not carry any 
General Mills copy, which gave it 
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even wider acceptance by grocers. 
Additional pieces consisting of over- 
the-wire banners, posters and simi- 
lar items carrying the same pictorial 
theme were also supplied to create 
a holiday atmosphere in the store 
and help sell related food items. 


e A floor stand for Christmas mer- 
chandising to hold home appliances 
made by Landers, Frary & Clark was 
the problem confronting Industrial 
Lithographic Co. (New York). A 
display on a base 35” wide x 32” 
deep was created with a _ three- 
dimensional house tied in with three 
elements—Christmas gifts, actual 
products and use in the home. The 
entire display was shipped folded 
flat in cartons. It was highly success- 
ful in merchandising the products 
for Christmas gifts. 


® The Hallmark Cards Christmas 
window display of 1952 was made by 
Thomas A. Schutz Co. (Chicago). 
The base of the 35” high x 30” wide 
display was cardboard, coated with 
diamond glitter dust to represent 
a field of snow. The poodle dog was 
lithographed in gray and black. The 
little girl was a lithographed piece 
to which was attached a coat and 
hat, creating a_three-dimensional 
display. An actual greeting card was 
held in her hand. “Christmas in an 
Envelope” was the main selling 
slogan. The two pine tree back- 
grounds were made of heavy card- 
board and small gold Christmas 
tree ornaments were attached to 
these backgrounds. Hallmark’s crown 
and logo were silk-screened in gold 
bronze on the velour background 
of the display. 44 


Magazine Distributes 
Unusual Display Kit 


Better Homes & Gardens is en- 
couraging housewives to “take it 
easy”, and around that theme has 
been built an especially effective 
point of sale tie-in for the maga- 
zine’s advertisers. 

W. L. Stensgaard & Associates 
(Chicago) created and produced 
a versatile display kit for the maga- 
zine utilizing the theme, “Make your 
home serve you! Take it Easy.” The 
kit is being offered to dealers and re- 
tailers who will use it to display 
electrical appliances, work saving 
devices and related items. 

The kit includes: 

e A 15” x 90” soft sheet mural, silk 
silk screen process on soft sheet 
pennants in shades of lavender and 
purple: The pennants are supported 
by cut-out maid ana butler at either 
end. The figures can be 
mounted to walls or posts. 

e A 15” x 90” soft sheet mural silk 
screen process in the same colors as 
pennants .. . featuring copy and re- 
lated illustrations. 

e Small cut-out maid and butler 
figures of sturdy stock, silk screened 
in navy blue. The units are self- 
standing and are intended for use 
on counters, ledges, windows, etc. 
e Large maid and butler figures 
fabricated of heavy stock, silk 
screened in navy blue and flesh 
tones. Animation and _ illumination 
enhance the attention value of the 
figures. Copy appears on maid’s 
apron and butler’s bib . blank 
aprons and bibs are also provided 
for stores’ individual copy. 44 


easily 


Special Service . . . This ten-piece display kit was created by W. L. Stensgaard & Associates 
for Better Homes and Gardens. Retailers and dealers all over the country are getting the kits 
which were designed primarily as point of sale tie-ins for national advertisers appearing in 
the magazine. They will be used to sell electrical appliances and home labor saving devices. 
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POINT-OF-SALE DISPLAYS 


FOR YOUR 


Christmas 
PROMOTION 


DIE-CUT, EASELED 
SANTA—52” and {, A 
25” HIGH. WITH 
OR WITHOUT 4 fd” 
COPY PANEL 


or 


14x18 
SIDE CARD 


23 x 39 
CENTER DISPLAY 


Save money .. . get top 
quality promotional material tailor- 
made to sell your product. Developed 
by a top creative lithographer. Write 
for samples and prices. 


Obey 
Newel 


LITHOGRAPH CORPORATION 
545 Pearl Street, New York, N.Y. 
WO 2-3735 
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| sales of Holeproof Hosiery | 
| (Milwaukee) matching mother and 


| Swan’s, 





| Florence shop; 
| Swan’s. 


| chandiser, 
or, has been installed by Tavern Dis- 





Space Saver .. . Zymenol’s new display | 
card has a special tapered tongue which 
slips down into the package and effectively 
plants” the card on top of the package. | 
The die-cut card requires much less counter 
space than the conventional easel type. The 
basic colors of the newly designed package | 


| (AR, March, page 43), black and brown are 
| repeated on the display card with the words 


Safe" and ‘Zymenol”’ printed in bright yel- 


| oe oy Glo ink. 


| Retailers Sell Slips 
| With Joint Displays 


Twin window displays and a joint 


| ad calling attention to the displays 


helped two specialty shops promote 
Co.’s | 


daughter nylon slips. The two shops, 
a tot to teen apparel store, | 
and the Florence Shop, a women’s | 
wear store, ran the ad in the local 
Bergenfield, N. J. newspaper. Both 
sizes were illustrated in the three- 


| column ad which carried both stores’ 
| logos. 


Special “gold impregnated” 
display versions of the slips were 
used in the window of the stores— 
the mother’s size was shown by the 


the 


Install Ad Conveyor 


A new point-of-purchase mer- 


the Advertising Convey- 


play Advertising Inc. (New York) in 
the Silver Dollar Tavern in Broad- 
way. The 24-foot long conveyor 
moves illuminated kodachromes of 
products before patrons’ eyes. 

The conveyors, which are now be- 
ing installed in several other taverns | 
in metropolitan New York, carry ad- | 
vertisements for distilleries and cig- | 
arette companies. First tested in a 


re. cad market, the use of the con- 


| veyor showed product sales increases | 
ranging from a minimum of 44% | 
to a maximum of 270%. 


daughter’s by | 


POINT-OF-SALE DISPLAYS 


FOR YOUR 


— 


Visualize these pieces with your own 
copy—and, you've got a powerful, low 
cost promotion. This new idea helps 
boost your sales with a low budget. 


WRITE FOR FREE 


SAMPLES 


11 x 14 SIDE CARDS 


LITHOGRAPH CORPORATION 
545 Pearl Street, New York, N. Y. 
WO 2-3735 





CARD 
HOLDER 


Pop-Lite Conversion . 


Ls 


CLEANS SILVER IM : 
ie Tea 

i) 
aa 


| 
i 


3 


mo re) | 
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. . William Melish Harris Associates developed this simple but 


effective, illuminated display for Instant-Dip silver cleaner. No mechanical ingenuity or skill 
is required to make a “Pop-Lite” out of the standard card holders in Photograph A. A socket 
assembly fits into the frame and cannot be dislodged. A 25-watt T-10 showcase bulb is 
inserted into the assembly (B). Especially scored and notched vinyl plastic signs are inserted 
on either side of the frame, the plug is attached and a lighted sign calls attention to 
Instant-Dip silver cleaner (C) and Elmer Glues (D), the first two products to use the ‘Pop-Lite 
conversion kits in the chain and variety store fields. Flashers are also available for those 


who wish light motion. 


Convert Card Holder 
Into Lighted Display 


By the simple expedient of crea- 
tive conversion, a commonplace 
counter card holder is transformed 
into a smart illuminated visual mer- 
chandising tool, which pays for it- 
self through increased sales at the 
consumer level. Designed and pro- 
duced by William Melish Harris 
Associates (New York) the display 
has been named “Pop-Lite.” 

Patents have been applied for by 
Wm. Melish Harris on “Pop-Lite” 
conversion kits. Special printing 
processes for both short and long 
runs have been developed for re- 
production on the vinyl plastic ma- 
terials used for signs. Full color, 
realistic photographic transparencies 
can also be used in these signs util- 
izing the Plastikolor-Pix technique, 
originated by Harris. 44 


Imaginative Displays 
Described in Folder 


An imaginative approach to point- 
of-purchase displays is demon- 
strated in acolorful new folder issued 
by Phelps Mfg. Co. (Terre Haute) 
which lists the company’s services 
and presents 12 examples of its dis- 
plays. 

The Phelco Story folder mentions 
cardboard displays of all types, ani- 
mated, metal, wood, Masonite, glass, 
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and plastic displays as being avail- 
able from Phelps. The services of- 
fered by the company—“imagineer- 
ing” or creative idea department, 
designing, fabrication and copy re- 
production—are also described. 

Among the examples illustrated in 
the folder are a Christmas display 
for a distillery featuring a calendar, 
a reproduction of the bottle and an 
orchid; another distillery display 
featuring the bottles resting on 
clouds emphasizing the copy “Light” 
and an unusual arrangement of beer 
cartons. 

An insert with the folder describes 
the company’s Strato-Displayer per- 
manent counter display standards. 


For your copy circle No. 613 on the 
Reader's Service Card inside back cover 


Display Idea Service 
Adopts Color Photos 


Color reproductions of window 
and store displays designed by stores 
in various cities has been added to 
the new Executives’ Idea Service 
initiated by National Research Bu- 
reau (Chicago). The service, created 
for display men, supplies a digest 
and color photographs which report 
developments in the field in stores 
across the country. 

The photographs of window and 
store displays are mounted on in- 
dividual 4” x 6” cards. The bureau’s 
new service, Who’s Hue Collection, 
is furnished to subscribers three 
times a month. 


The color reproductions help dis- 
play men keep in touch with the lat- 
est ideas in the field. Each card is 
imprinted so that it may be filed 
under one of the 24 classifica- 
tions suggested by National Re- 
search. Classifications include wom- 
en’s fashions, children’s fashions, 
furniture and furnishings, holiday 
ideas, etc. 

A special card file is also offered 
admen with subscriptions to the serv- 
ice. A colorful brochure describing 
and illustrating examples of display 
photographs offered to subscribers 
to the service is available. 


For your copy circle No. 614 on the 
Reader's Service Card inside back cover 


Company Collects Dozen 
Display Ideas in File 


Twelve “prescriptions” for point- 
of-purchase floor stand and counter 
merchandiser displays have been 
collected into a handy, file-tabbed, 
reference portfolio by Gibraltar 
Corrugated Paper Co. (North Ber- 
gen, N.J.). 

The reference file is made of 
heavy corrugated cardboard with an 
attractive two-color cover. It con- 
tains illustrations of ideas for dis- 
playing items ranging from crackers 
and children’s books to phonograph 
records and drugs. The display ex- 
amples shown and described in the 
folder were manufactured by Gil- 
braltar. The file, RX For Rising 
Sales, also includes several reprints 
of Gilbraltar ads with pertinent data 
about the advertised displays. 


For your copy circle No. 615 on the 
Reader's Service Card inside back cover 


Combine Motion, Light 
In Single Display Unit 


Motion and light from a single 
unit, which costs about a dollar, are 
features that promise to make the 
new “Mystery Motor” news in the 
counter and window display field for 
some time to come. Designed and 
produced by Demanco Products 
Westbury, L.I., N.Y., a division of 
Designers Mfg., Co., the “Mystery 
Motor” is based on a bi-metal strip 
which reacts to the heat of a light 
bulb. 

Starting out in search for a way to 
put inexpensive trouble-free mo- 
tion into displays, according to Wil- 
fred S. Allen, Demanco’s sales head, 
the firm’s engineers wound up, not 
only with a new, natural free-swing- 
ing motion, but also with light as 
well. The motion works side to side, 
top to bottom, front to rear, etc. The 
light may also be used as a flasher. 

Among the first to take advantage 
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Mojud’s Magic Motion ... The seductive 
swing of stockinged leg is accomplished by 
a hidden Mystery Motor unit in this display | 
for Mojud's stockings. 













e Sales Promotion 


e Merchandising 
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tional advertisers such as Gruen Commands 





Wrist Movement... Another Mystery 
Motor unit moves the wrist and hand in this 
display for Gruen watches, actively demon 
strating the self-winding qualities of the 
watch. The name, Gruen, is printed in red 
translucent letters and is lighted from behind. 
The platform at extreme right can be used 
to display merchandise which would also 
be illuminated by the Mystery Motor unit 
























ag i 
Watches, Harcourt Hosiery, Biltrite ‘ie 
Heels and Soles and Mojud Hosiery. preferred position at | 

7 ; mtcnt« *point-of- 
> Gruen’s display features a hand point of purchase purchase 
swinging from side to side pointing t diol 

play 

down. Illustrated on the wrist is the hh . ; 
Gruen Autowind, a self-winding check these features: J MODEL F 22 PATENT 
wrist-watch, while the forefinger PENDING 
points down to self-winding display 1. New! Brighter illumination 4. No maintenance 





copy. The name Gruen is spelled out 












‘ 2. Dealer Imprint 5. Any quantity, large or small 
in translucent red letters, lighted : 
Raia Cali 3. Operates on low line voltage 6. Competitively priced 

The hosiery displays feature allur- Wire, write or phone for further information to: 


ing, stocking-clad feminine legs 
pointing up swinging side to side and ; 
indicating sales points with rhythm. mo sd 9H Cc oc a 2 ig 0] eT Teh 
The motion in the Biltrite unit is a Tarai 
from top to bottom, at the right side 212 BROADWAY, NEW YORK 7 | APplegate 7-8709 er 
of the display. 44 
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Secret Compartment .. . “Picture-change” transparency display gives viewer feeling he 
has just discovered the whereabouts of a secret compartment. Actually the display accom- 
plishes its change by a backlighted picture with a flasher unit which blinks on and off to 
reveal a facsimile of the tire’s special inner safety wall and a pointing arrow. 


United States Rubber Issues “Revealing” 
Window Displays For Royal Master Tires 


United States Rubber Co. is fur- 
nishing several thousand “picture- 
change” transparency displays to 
tire dealers featuring an illuminated 
cross section tire and “Lifewall.” 
The “picture-change” transparency 
was developed and produced by 
Transcolor Corp. (New York) and 
mounted in a large display measur- 
ing 37” x 42”, designed and con- 
structed by Horbatuck Displays 
(New York). 

By using a flashing light behind 
a printed color transparency, the 
U.S. Royal Nylon “Lifewall” is made 
to show through the tire with a feel- 
ing of third dimension, in a cut- 
away view. The light also brings out 
a colored arrow and copy, pointing 
to the inner “Lifewall” in a motion- 
like effect. 

U. S. Rubber has utilized several 
similar Transcolor picture change 
transparencies for the promotion of 
other products, including Keds, Gay- 
tees and, as steadily illuminated 
transparencies, Koylan mattresses, 
rug underlays and drug sundries. 
The technique was developed, ac- 
cording to W. P. Moore, president of 
Transcolor, to show the interior con- 
struction and function of storage 
batteries, tires, filters, automobile 
bodies, engines and many similar 
products. 

The picture change technique em- 
ploys a well known show-through 
process. It consists of two images. 
The one on the front is visible by 
ordinary reflected light. When the 
second image on the reverse side is 
lighted by the flasher, it shows 
through to replace or add to the 
front picture. Thus, a wintry snow 
scene can be replaced with the warm 
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colors of summer. Light colored 
clothing can “show through” to re- 
veal foundation garments. The illu- 
sion of motion also, can be accom- 
plished by degree, as the picture 
change takes place with the flash of 
light. 

Transparencies by Transcolor are 
made by process color deep etch 
lithographic printing on an espe- 
cially formulated (imported) parch- 
ment-like translucent material. Both 
sides are laminated to provide a 
smooth, dust and moisture proof 
surface. They are washable and of- 
fered in any size. Reproduction may 
be done from flat art, Ektachrome, 
or Ansco transparencies or Carbo 
prints. 

As an indication of prices, 2,000 
picture change transparencies, 
mounted in cardboard shadow box 
units, silk screened with three color 
frames, with flasher cords and ship- 
ping containers cost $2.65 each in 
8” x 10” size. Because there are eight 
color printings, four on each side, the 
cost of transparencies is high in 
short runs. However, price on a 
thousand 8” x 10” run is about $1.50 
each and, for 5,000 is 50¢ each. If 
four subjects are produced at one 
time, 5,000 of each cost only 30¢ 
each. 44 


Chicago Show Printing 
Compiles Idea Folder 


A portfolio packed full of sugges- 
tions and ideas for using decals, die- 
cut signs, animated displays, minia- 
ture models, outdoor posters, etc. 
has been compiled by Chicago Show 
Printing Co. The portfolio, contains 


two booklets, more than a dozen 
samples of signs and decals, and 
folders showing how various com- 
panies have utilized Chicago Show 
Printing products. 

Thirty-nine ways to use Mystik 
self-adhesive point of purchase 
tapes are suggested in one of the 
booklets in the portfolio. Mystik is a 
patented printing material with ad- 
hesive back. It can be printed or 
lithographed in any color and die cut 
to any shape or size. Among the 
uses suggested in the Mystik book- 
let: a die-cut plaque, listing selling 
features applied to the surface of an 
iron, and the reproduction of a full- 
color magazine ad for fastening to a 
store wall. 

The other booklet describes and 
illustrates the company’s complete 
line of decals, signs, outdoor posters, 
displays etc. In addition, the port- 
folio includes folders which demon- 
strate how Sun Oil, Kaiser-Frazer 
and Bell & Howell used the com- 


pany’s signs and decals in promo- 
tions. 


For your copy circle No. 616 on the 
Reader's Service Card inside back cover 


Rainbow Array .. . How to display the 
complete line of Crosley's table model 
“coloradios’ in a small, compact space 
was solved by Ohio Advertising Display Co. 
(Cincinnati) which produced this unique dis- 
play. Thirteen different styles and colors, 
used by Crosley in their new table model 
line, are arrayed in only seven square feet 
of space. The pegboard adds texture interest 
and neatly holds the small, lightweight 
models. An animated color wheel at the top 
attracts attention to the rainbow hues of 
the radios. The display has proved particu- 
larly valuable to the small store where it 
serves as an attention getter and also as a 
compact radio department. 
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Midget . . . Model Peggy Smith compares 
a tiny 31/2” record with the standard 12”. 
Both records play at 78 rpm. The midget 
record contains a 50-second advertising mes- 
sage for use with point of sale displays. The 
record and miniature phonograph were de- 
veloped by Noma Lites Inc. for Carter & 
Galantin. 


Develop Tiny Record 


For Use in Displays 


A display that “talks” is not a 
science fiction item. A tiny 314” rec- 
ord can be concealed behind a dis- 
play and deliver a 50-second adver- 
tising message at the flick of a button. 

The miniature record is manufac- 
tured by Noma Lites Inc. for Carter 
& Galantin (Chicago). <A_ special 
small size phonograph, 34%” x 5”, 
also was developed by Noma to be 
used with the record. It plays at 
78 rpm. 

The phonograph draws its power 
from two flashlight batteries which 
will deliver 300 playings before re- 
quiring replacement. Among _ the 
novel uses for the unique device 
are concealment in a car or refriger- 
ator door to start playing when the 
door is opened, or hidden in the base 
of a pop-up toaster display to give 
its message when the lever is pushed 
down. In a new counter display for 
General Electric the phonograph is 
set to operate when the customer 
pushes a button. 


Carter & Galantin expect the 
phonograph for “talking displays” 


to be popular because it gives cus- 

tomers an initial pitch that can be 

easily followed up by salesmen. 
The company has issued a folder 


POPAI Offers Hall of 
Fame Reference Volume 


Fifty outstanding examples of 
America’s most successful displays 
and merchandising ideas are avail- 
able in a handy plastic-bound book 
published by Point-of-Purchase Ad- 
vertising Institute (New York). The 
200-page book pictures and describes 
displays featured in POPAI’s Hall 
of Fame, one of the highlights of the 
association’s Chicago symposium. 

Originally sold for $1 per copy at 
the symposium, the book is now 
available without charge. Four pages 
are devoted to each of the 50 dis- 
plays. Copy tells the basic problem, 
its solution, results and details about 
the product featured. 

The Hall of Fame book is de- 
signed to serve as a reference vol- 
ume of display ideas. Production 
notes on each of the selected dis- 
plays are given. Displays featured 
cover nearly every type in use for 
point of purchase advertising today. 


For your copy circle No. 618 on the 
Reader's Service Card inside back cover 


Flo-Master Pen Moves 
In New Display Piece 


Merit Displays (New York) has 
produced an animated display for 
Cushman & Denison Mfg. Co. (New 
York) to promote the Flo-Master 
felt tip pen. The hand holding the 
pen is powered by a simple battery 
motor and moves from side to side 
across the card. It demonstrates the 





bold and fine lines that can be made 
with the Cushman pen. 

An ink display showing the vari- 
ety of colors available and earlier 
display cards with six Flo-Masters 
mounted are used in connection with 
the animated display. Copy on the 
display calls attention to the many 
uses of the pen and to the fact that 
it will write on almost any surface— 
wood, metal, cellophane, glass, etc. 

The pocket and king size sets of 
Flo-Master pens and ink are also 
shown. 44 


Hirsh Designs Compact 
Wire Display Baskets 


New wire shelf baskets for dis- 
playing such products as canned 
foods, candies, package soaps, hard- 
wares, ete. and particularly valuable 
in displaying special sale or low- 
priced items, have been developed 
by S. A. Hirsh Mfg. Co. (Skokie, 
Ill.). By using the baskets for jumble 
displays, merchandise can be made 
to stand out against stacked displays 
and customers can select goods 
without upsetting the display. 

The baskets were designed to re- 
semble baskets used on supermarket 
checkout carts. They are available 
in three sizes for displaying items 
ranging in size from toothpick pack- 
ages to boxes of scouring pads or 
soap. 

Hirsh has published a brochure 
describing and listing prices for the 
new units. 


For your copy circle No 619 on the 
Reader's Service Card inside back cover 













In Step with Spring . . . Encouraging mothers to outfit their youngsters with new shoes 
for spring are these three colorful window and store display cards for the Peters Shoe 


describing, illustrating and suggest- 
ing sales uses for the new phono- 


graph Co. division of International Shoe Co. (St. Louis). Die-cut figures stand out in relief against the 
backgrounds giving the displays a three-dimensional look. Copy plays up the coming spring 
‘ ’ season and offers a Peter Pan Hat premium—a timely tie-in with the Walt Disney movie 

or your copy circle No. 617 on the 


Reader's Service Card inside back cover “Peter Pan.” 
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ART & PHOTOGRAPHY 


By Leonard Ruben 
Art Director 
Sugar Publications 


Just as an ad helps move a prod- 
uct, a magazine cover helps push a 
magazine. This is one man’s solution 
to low cost production on a liberal 
budget of ingenuity. 

What is a good ad or cover any- 
way? One that has continuity and 
family resemblance yet changes pace 
so effectively that each ad (or issue) 
looks new and fresh. It doesn’t nee- 
essarily follow that the designer 

must think of his read- 
ers (buyers) as dull, 
tasteless clods. He 
must be excited by the 
prospect of putting his 
client’s best foot for- 
ward while hawking 
his wares. The limita- 
tions—and everyone is 
faced with some—whet 
his appetite and chal- 
lenge his ingenuity. 


> Let’s take a peek into the till. 
You have “X” to spend on produc- 
tion and art, so if you can hold the 
production costs down you can, with- 


iffauy “Design 


out sacrificing quality, divert a bigger 
share of the budget into better art. 
Our exchequer is a mite on the 
skimpy side. About $65 to $90 must 
wrap up a two or three color job 
and that even includes color proofs. 
Skeptics who drop me a box top are 
welcome to the exact figures on all 
covers illustrated. 

If a machine is to be sold, show 
it in its setting, for since most of 
us are people we like to see some- 
thing alive and kicking somewhere. 
Take that horse cover for instance 
(Illustration 1). Purple is predom- 
inant. You may never see a purple 
cow, but here is not one, but two 
purple horses eating sugar beets. 
These horses were 
good salesmen. Our 
office was deluged by 
drawings done by “my 
five year old kid who 
can draw better than 
...” But it achieved 
its purpose, which was 
to get some attention 
for the magazine. 


SSSSESSSSSSESSESSSESSSSESSSSSESSESSSSESSSESESSESSSSSSHSSSSSSSSESSESSESSESSHSSESSSHSSHSSESSESSEEEE 


A magazine art director explains cost cutting 
methods he uses in designing covers .. . methods 
which can easily be applied to advertising art. 


SESSSSSSSSSSESSSSSSSSSSESSSSESSSSESSESSESESSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSHESSSOSESCEESE 
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(George Washington Hill sold car- 
loads of cigarettes using a theory 
that “it’s better to be hated than 
ignored.”) That having been accom- 
plished, we then relaxed somewhat 
to tell our sugar story in a less flam- 
boyant way. 

The woodblock treatment was done 
by masking out the white areas with 
white tempera, coating the entire 
area with india ink, scratching with 
multiple scratchers and putting the 
entire job under running water. That 
washed off all the tempera masking 
and left what you see. This art work 


was surprinted on the silhouetted 
photo. 


> In spite of the fact that we don’t 
have Margaret Bourke White as one 
of our photographers, we do get 
some interesting photos from divers 
sources, including PR, stock photos 
and a definitive morgue. By diligent 
searching, judicious cropping and 
silhouetting, a bit of art icing, and 
attention to spot color, we point up 
the strong qualities that do exist. 
An advertiser can generally avoid 
combos, deep etches, drop outs and 
get special effects by other less 
costly means. Then too, if his plates 
are made in sections, the parts can 
be used again (as we do our logos), 
and by having the publication set 
type and do the composition, he will 
effect a whale of a saving. We very 
seldom use repros since our printer 
sets up date and price for us. 
The black cover with the reverse 
drawing of the crane loading a truck 


Advertising Requirements 





(Illustration 2) was treated like a 
tapestry. The confused pile of cane 
and the spindly loading frame would 
have been lost had we simply used 
the photo from which this was taken. 
The drawing itself was done in posi- 
tive Wolff pencil, using a “lost and 
found” line, then reversed by nega- 
tive stat and finally sent out for a 
screen velox. The logo 

and price were right in 

the velox. After re- 

touching some of the 

spindly lines to re- 

move the screen, just 

here and there, I used 
trans-opaque Bour- 

gess paper for one 

color plate, and daubed r 

blotches on acetate for 

the other. 


> What looks like burlap was bur- 
lap, complete with wrinkles, pasted 
on illustration board (Illustration 3). 
A stencil of Grotesque lettering was 
cut and using that mask, tempera 
was applied right to the burlap. Then 
this art work was photographed us- 
ing a strong side light to pick up 
the ridges and hairy quality of the 
cloth. 

The original copy was about half 
the size of the trimmed cover to 
accentuate the burlap’s knobs in the 
blow up. This kind of thing can be 
used to good effect as an ad for gar- 
ment material, if the material itself 
has sufficient texture to allow it to 
stand by itself. No duotone or high- 
lighting needed, no strip ins or deep- 
etches used; plate printed in an IPI 
brown with price and date added 
in black. Make spot color do the 
work of four color process for you 
if and when possible. 
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> The hour-glass cover (Illustration 
4) used two photos pasted on one 
board, using only one silhouette. 
Ben Days were laid by the engraver 
from acetate overlays and angled. 
If your ad is to appear in a publica- 
tion using good stock, use the white 
space almost as an additional color. 

Note that the logo on the blood- 
transfusion cover (Illustration 5) 
was held over from the horse cover. 
Incidentally, when the mood I want 
happens to be in a low key, I have 


—=the engraver shoot the black or 


master plate as is and then have 
him shoot the color plate through a 
white 30% Bourgess sheet, adding 
black to the parts on which I need 
full strength color, and white where 
there should be an absence of color. 
This is all done right on the Bourgess 
sheet. Some interesting results can 
be achieved by using two colors and 
black and taking advantage of the 
transparency of the printing inks. 

Another ghost effect can be 
achieved by using tracing paper or 
onion skin and having the engraver 
shoot the copy right through this 
diaphanous material. 


> Some of these covers may seem 
obtuse at first glance, but they are 
aimed at a specialized audience and 
to men who know sugar beet these 
covers tell an eloquent story. Know 
your audience. 

To enliven the drabness of unin- 
spired photography I sometimes add 
abstract textural effects on the photo 
itself. A rough heavy line around a 
dominant figure might break the 
monotony of a clean silhouette. For 
any number of Ben Day tints use 
grey paper of different values and 
have it shot as a halftone. 

These discoveries could leave you 





Photomurals! 


Put new life in your home, office, 
or store with realistic murals to suit 
your product or decor. The RCS 
Photo Kit shows numerous ways to 
use murals and illustrates several 
hundred stock scenes which may be 
made to your requirements. Prices 
are extremely attractive. For com- 
plete information, send this coupen 
today! 


ST 


STUDIOS 


Division of 

RAPID COPY SERVICE, INC. 
123 N. Wacker Drive 
Chicago 6, Illinois 


Please send my Photo Kit of stock 
scenes FREE to: 


NAME __ 
COMPANY —________—— 
ADDRESS 


Advertising 
Requirements 


Gets 


Advertising 


Resu/ts! 


TRY 
IT! 





a legacy of grief unless you are on 
good terms with your engraver. So 
before devising some new production 
trick, check to see if it can be done, 
but don’t go down without a fight. 
“All this is very well,” you might 
say, “and you’ve convinced us 
that as cheapskates go, 

you take the prize. 

That is my just dessert, 

2p I guess. The heady 
j=: champagne of the vin- 
tage budget to be 

spent with happy 
abandon had eluded 

me, but having gone 
threadbare I can 

dream of days spent 

lolling away the hours 

after scrawling a care- 

less okay on an Al 
Parker. 44 


Volk Offers Samples 
Of Ready-to-Use Art 


Samples of clip books of ready-to- 
use art are being offered free by 
Harry Volk, Jr. Art Studio (Atlantic 
City). The books are part of a 
monthly service offered by the stu- 
dio. 

The Volk studio turns out a new 
set of two 5” x 8” clip books each 
month. They contain from 12 to 16 
pages of illustrations printed in 
black on one side of Kromekote 
stock. Each set of books costs $4.95, 
which includes all reproduction 
fees. According to the firm, “You 
may use whatever you wish, wher- 
ever you wish, whenever you wish.” 


> Each of the books is built around 
a specific theme. One entitled “Mail 
Order,” for example, contains 92 il- 
lustrations drawn in a variety of 
styles. Typical illustrations show a 
postman with letters, men and wom- 
en depositing mail in a mailbox, 
mailtrucks, men and women writing 
letters, etc. Both serious and car- 
toon styles are included. All illustra- 
tions are designed for line reproduc- 
tion. 


Another typical book is entitled 
“Occupations.” Its 61 illustrations 
include teachers, engineers, farmers, 
military, firemen, policemen, nurses, 
telephone operators, judges, execu- 
tives, doctors, milkmen and TV re- 
pairmen. 


The service also includes various 
books of lettering, gimmicks, hands, 
telephones, faces, etc. In addition 
to free samples, the firm will provide 
a list of available subjects and addi- 
tional details on the monthly service. 


/ 
Li 


For your copy circle No. 622 on the 
Reader's Service Card inside back cover 
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Primping for his Picture . . . American 
Hereford Assn. (Kansas City, Mo.) is offering 
free to advertisers an album of 106 photo- 
graphs showing Hereford cattle in various 
farm and ranch scenes. Photographs from 
the album can be ordered in 8” x 10” sizes 
with either glossy or mat finishes. Photo- 
graph above is a reproduction of the cover 
of the new album. 


For your copy circle No. 620 on the 
Reader's Service Card inside back cover 


New Pattern Chart 
Offered by Craftint 


A jumbo pattern chart, showing 
the full pattern range of Craf-Tone 
self-adhering shading sheets, has 
been published by The Craftprint 
Mfg. Co. (Cleveland). The chart 
shows, in actual size, the 248 pat- 
terns available and provides screen 
count, tint percentage, instructions 
for use and suggested applications. 
Screen count is given for actual size, 
one-third and one-half reduction. 

One of the most useful features 
of the chart is the grouping of pat- 
terns, for easy reference and com- 
parison. Users can examine dot or 
line patterns, crosshatches, stipples 
and other effects from arranged 
categories to select the right pattern 
needed. The chart is 17” x 34” over- 
all. 


For your copy circle No. 621 on the 
Reader's Service Card inside back cover 


Air Photos Illustrated 


Up to date aerial photographs of 
plants, construction projects, etc. are 
available from Aerial Photograph 
Co. (Chicago). The company’s serv- 
ice is described in a folder with 10 
illustrations of its aerial views shot 
for a variety of companies. The com- 
pany schedules cross-country flights 
every five weeks and will photo- 
graph any plant requested if notified 
in advance. 


For your copy circle No. 623 on the 
Reader's Service Card inside back cover 
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Wood Cuts Become Important Advertising Art 


Medium as Production Costs Continue to Rise 


What was once the principal form 
of engraving has become a highly 
important art medium, especially 
with today’s rapidly rising produc- 
tion costs. 

This is clearly indicated in “A 
Portfolio of New Wood Cuts” just 
published by Sander Engraving Co. 
(Chicago). The portfolio contains 
hundreds of examples of wood cuts 
as they are used in advertising to- 
day. 

Wood cuts have been growing in 
favor among admen because they 
combine two advertising production 
procedures. They not only are an 
art medium, but electros can be 
made directly from the wood cuts, 
eliminating the need for photoen- 
gravings. 


> Sander’s portfolio lists many of 
the advantages of wood cuts for 
advertising: 

e Hold all the detail and all the 
shading, combining the detail of 
pen-and-ink with the shading of a 
photograph. 

e Provide pure black and pure 
whites. 


e Hold detail without loss in en- 
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largement, and in reduction, shading 
does not “fill up.” 

e Print clearly on any kind of paper. 
Samples in the folder show that wood 
cuts print with the same amount of 
detail on both enamel and newsprint 
stock. Wood cuts are also used with- 
out loss of detail on bond paper and 
cardboard. 

e Print clearly by any process. 

e Electrotypes are made directly 
from the wood block. In some cases 
it is possible to print directly from 
the original block, which is always 
type high. 

e Despite shading, wood cuts are 
always “shot” as line copy. No addi- 
tional screening is necessary. 

e Single illustration can be used for 
a variety of purposes—newspapers, 
magazines, catalogs, price lists, tele- 
phone books, trade directories, la- 
bels, gummed tape, dealer mats, etc. 
e Eliminate ‘‘many-different- 
screens” problem. 

e Can be used for black and white 
or color. Perfect register is guaran- 
teed. The same wood cut can be used 
for both black and white and color 
by electrotyping the black and white 
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High Fidelity Art... 
wood cuts, chosen at random from Sander 
Engraving’s new portfolio, show the high 
fidelity of detail possible with wood cut il- 
lustrations. 


These examples of 


block, and then lightening up the 
wood block still further so that color 
can come through. 

e An unlimited number of etch 
proofs can be pulled directly from 
the same wood cut, giving perfect 
duplicates for a variety of purposes. 
@ Wood cuts can be made directly 
from merchandise. If photos are 
used, no retouching is necessary. 
The maker of wood cuts needs only 
the same material and information 
given an artist. Even blueprints can 
be used as copy. 

e Electros and mats are cheaper 
since they are made as line work 
instead of halftones—directly from 
the wood cuts. 

e The high fidelity of detail permits 
use of smaller illustrations. 

@ Use of wood cuts permits use of 
cheaper paper without loss of detail. 
e Outlining and inside tooling come 
at no extra cost. 

e Simple alterations can be made 
directly on the wood block without 
the additional cost of a new cut. 


> The cost of wood cuts, according 
to the portfolio, “compares favorably 
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WRITE FOR 
PRICE LIST 
QUANTITY 
Quality Prints 
An example of our 

low prices: 
8x10 Prints 


1M $65.00 
500 $37.50 
100 $8.50 


Send for price list today 


MAJOR PHOTO CO. 
1210 N. Clark St., Dept. A, Chicago 10, Ill. 


Va 
EY: 


8 x 10's as low as 6¢. Postcards as low as 2¢. 
Write for samples and complete price 
list on all sizes and quantities. 


KIER PHOTO SERVICE 


Dept AR 1265 W. 2nd St. Cleveland 13, Ohio 





PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to ob- 
tain on-location photos, reports and releases 
for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


CATALOGS 
DIRECT MAIL 
Cr 


he a0 VAS 


325 W.HURON ST. CHICAGO 10 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the re- 
ply card in the front of the book to 
enter your own personal subscription 
at once. 











with the cost of other good artwork.” 
Delivery on most orders is within 
four days after receipt. 

The sample wood cut illustrations 
in the portfolio cover a wide variety 
of subjects ranging from artistic 
scenes to detailed product cuts of 
everything from automobiles to den- 
tists’ drills. 

A special section of the portfolio 
shows the steps in producing wood 
cuts. 


For your copy circle No. 624 on the 
Reader's Service Card inside back cover 


GE Announces Six Major 
Flashbulb Developments 


Six major developments in photo- 
flash bulbs have been announced by 
General Electric. All were intro- 
duced to photographers at the 
Master Photo Dealers’ and Finishers’ 
Assn. convention in Chicago on 
April 15. 

Three of the new developments 
are improvements in existing midget 
bulbs—a boost of light output by 
10°; improvement in the sensitivity 
of bulbs which cuts in half the 
electricity needed to flash them, and 
a new base which makes the bulbs 
easier to use and reduces the num- 
ber of flash failures. 

GE also announced a new sub- 
midget flashbulb, considerably small- 
er than its present midget bulbs, and 
two new flashtubes for strob units. 

The sixth development was the 
introduction of a new “12-8-4” bulb 
packaging technique for midget 
flashbulbs. The result of a six year 
program of research by a special 
packaging committee, the new bulb 
carton is less than 5” square and 3” 
deep and contains three packs of 
four flashbulbs each. 


> One of the most important devel- 
opments was the result of a simple 
discovery that will increase the 
effective light output of bulbs up to 
10%. The improved performance is 
achieved by bending the tips of the 
bulb’s two lead-in wires. 

Each lead-wire tip holds a primer 
bead, composed of a highly inflam- 
mable chemical material which ig- 
nites the shredded aluminum foil. 
When the primer is ignited in its 
normal position, it chars and black- 
ens the lacquer on the opposite 
sides of the bulb. These dark spots 
reduce the amount of light from the 
flash. 

In the new position, part of the 
blackening occurs in the neck of the 
bulb, and thus has no light-absorb- 
ing effect, and part at the tip, where 
it has slight effect on the lamp’s 
photographic efficiency. 44 


RCS Mural Library 
Contains 350 Pics 


Over 350 scenic views, selected 
primarily for use as photomurals, 
are illustrated in a portfolio, RCS 
Photographic Library, issued by 
Rapid Copy Service Inc. (Chicago). 
The portfolio contains nearly 100 
pages of illustrations plus a handy 
folder of helpful hints on photo- 
murals. 

While the photos are intended 
mainly for use as murals, they offer 
admen a good source of scenic illus- 
trations for a variety of other uses. 
They are available in a variety of 
sizes. 
>» RCS uses special electronic equip- 
ment to create its photo blowups. 
Prints up to 5’ x 10’ are made in a 
single piece, while larger sizes are 
made in sections like wallpaper. 
Photomurals may be purchased in 
rolls, made up to exact size, or 
mounted on heavy wallboard and 
lacquered to permit washing. 

Photomural prices range from 
$16.57 for a 20” x 30” picture made 
either from a special negative or 
from any of the photos shown in the 
portfolio, to $123.02 for a 60” x 100” 
print. 

The portfolio suggests several uses 
for photomurals including homes, 
offices, window displays, convention 
exhibits, sales rooms and others. 
The folder of helpful hints suggests 
several methods of mounting and 
special effects. Illustrations of many 
uses are shown. 
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“| don’t care how many art awards this 
guy’s won, the client keeps asking what 
the hell it is!’ 
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\ small Chicago movie outtit 


defies the “experts” and 


produces the first 3-D business 


film for Stone Container Corp. 
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Three Dimensional Business 
Movies Become a Reality 


By Dick Hodgson 
AR Managing Editor 


The third dimension craze has 
found its way into business movies. 
While many industry experts were 
busy estimating that it might take 
as long as five years for Hollywood’s 
latest “gold mine” to find its way 
into the industrial motion picture 
field, a small Chicago film producer 
went to work on a 3-D film for Stone 
Container Corp. (Chicago) and in 
three weeks turned out a production 
which drew crowds of interested on- 
lookers at the National Packaging 
Exposition. 

The 10-minute color and sound 
movie, “Packaging—The Third Di- 
mension,” is believed to be the first 
business 3-D movie exhibited any- 
where. While it was a rush job that 
would be considered exceptional 
even if a standard black and white 
production—premiered just three 
weeks after the contract was signed 
for its production—it drew upon 
lessons learned in several months of 
extensive 3-D experimentation by 
Academy Film Productions (Chi- 
cago). 

The results are a clear indication 
that 3-D business movies have ar- 
rived. “Packaging—The Third Di- 
mension” would be a good film in 
only two dimensions, but with a 
third added it is bound to do a stel- 
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lar selling job for Stone. The film is 
proof that 3-D is more than a gim- 
mick. Bernard Howard and Bill 
Hamilton of Academy, who super- 
vised production of the picture, 
were careful to save special third di- 
mensional effects for the spots where 
they could do the most good by add- 
ing emphasis to a key selling point. 


> Stone’s film takes the viewer on 
a life-like tour showing how Stone 
Container makes corrugated boxes 
in its Chicago plant, where 20 car- 
loads of boxes can be turned out 
daily. All phases of processing are 
explained—from engineering a pack- 
age and planning color and design 
to the final fastening of a completed 
box. 

The narration (handled by Acade- 
my’s Bill Hamilton) explains that 
Stone’s “third dimension in packag- 
ing” consists of giving boxes “color 
dynamics for eye appeal,” supple- 
menting the two dimensions of pack- 
age engineering for product safety 
and quality control. 

The film was produced with a 
16mm _ Bolex camera and_ special 
stereo equipment which permits 
photographing of both “left eye” and 
“right eye” pictures on the same 
frame of film. For showing, the film 
is projected with a standard projec- 
tor equipped with a special stereo 
lens which combines the two pic- 
tures on a single screen. Viewers 


wear special Polaroid glasses which 
restrict the left eye to one picture 
and the right eye to the other, simu- 
lating actual vision. 


> This method differs from the most 
highly publicized Hollywood meth- 
ods which require two cameras, two 
films and two synchronized projec- 
tors and are extremely expensive. 
There appears to be little question 
that, of 3-D systems available today, 
the Bolex system offers the greatest 
promise to users of business movies. 
According to Academy, it has these 
advantages: 

e Requires only one relatively in- 
expensive camera. 

e Requires only one projector. 

e 90°. of the 16mm projectors in use 
today can easily project 3-D films 
by a simple lens change. 

e Since only one projector is used, 
the film can’t get out of syne during 
projection. 

@ Since both pictures are on a single 
film, less film stock is required and 
there is just one processing operation 
assuring both economy and the same 
density for both pictures. (Pictures 
with different densities cause eye 
strain.) 

e Since standard projection equip- 
ment is used, the projectionist re- 
quires no special training. 


e Standard editing equipment can 
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be used, since both pictures are on 
the same film. 


> The basic factor which makes the 
Bolex 3-D system possible is polar- 
ization of the projected images. One 
picture is projected with the plane of 
polarization at 45° from the vertical, 
while the second picture’s plane of 
polarization is at a 90° angle with 
that of the first picture. The viewer 
wears glasses which are polarized so 
that one lens blacks out one of the 
two projected images and the second 
lens blacks out the other image. 
Thus, each eye sees a different im- 
age as in normal vision. The combi- 
nation of these two images inside 
the brain is what gives three dimen- 
sions to sight. 

In order to retain the polarization 
established as the images pass 
through the double lens of the pro- 
jector, it is necessary to use a spe- 
cial flat screen. Beaded screens nor- 
mally used for business movies re- 
flect each ray of light in several 
directions and thus destroy the 
polarization. It is possible, however, 
to paint some flat surfaces with 
aluminum paint and use them for the 
screen. 

Screens for 3-D films must also 
be a different shape than those used 
for standard movies. Because the 
picture is split in half vertically, the 
screen is higher than it is wide. 


> At the packaging show, Stone 
used a special rear screen projector 
to show its 3-D film. A special plas- 
tic screen was required. The total 
effect was much less impressive than 
normal screen projection in a dark- 
ened room, but nevertheless pre- 
sented viewers with a sales story 
they won’t soon forget. 

In its extensive experimentation 
with 3-D, Academy has learned 
some basic principles that will help 
any adman considering a 3-D pro- 
duction of his own: 


3-D Through Polarization. . . This 
illustration shows how the Bolex 3-D system 
works. Glasses worn by viewers are polar- 
ized at different angles. Two pictures are 
thrown on the screen, each polarized at an 
angle similiar to that of one of the lenses 
in the glasses. The effect is that only one 
picture can be seen by each eye; combined 
they give the same effect as natural vision. 
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Stereo Equipment. . . 


Only a limited number of “extras are required to make and 


exhibit three-dimensional movies produced with the Bolex system. The basic items are a 
special elongated screen, twin lenses for camera and projector, and Polaroid glasses. In 
addition to the glasses shown, an inexpensive paper-frame set can be used to view the 


pictures. 


e “The most important thing,” says 
Academy’s Bill Hamilton, “is to do 
your planning of a 3-D movie in ‘a 
cube.” You must consider three 
planes, as well as a four-sided view 
—foreground, principal subject and 
background.” 


e For the best effects, movement 
should be “into the camera” rather 
than away from it. 


e@ Special 3-D effects should be used 
sparingly for impact rather than 
sensationalism. They should be used 
primarily to give emphasis to key 
points rather than loading the film 
with them. 


e Costs generally range approxi- 
mately one-third more than a stand- 
ard film. 


e About four times the normal 
lighting is required, since everything 
in a picture must be adequately 
lighted, not only the principal sub- 
ject. Another factor controlling 


lighting is that present 3-D lenses 
are not as fast as lenses normally 
used by commercial motion picture 
photographers in producing busi- 
ness films. 


> Special 3-D effects can be quite 
startling. The screen is much like a 
window. With present equipment 
this “window” is 10 feet from the 
camera. Anything farther from the 
camera appears to be behind the 
screen. The most startling effects, 
however, are produced by move- 
ment from the “window” toward the 
camera. The Stone movie exhibits 
several of these: 


e A model standing in the stereo 
“window” extends a package toward 
the viewer so that it appears that 
he can actually reach up and take it 
from her hands. 


e A chemist advances toward the 
camera and pours a container of col- 
ored liquid “into the viewer’s lap.” 
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e A workman extends a sample of 
colored cardboard toward the cam- 
era so that it comes close enough for 
the viewer to “feel it.” 

e An overhead crane brings a 2% 
ton roll of paper from a store-room 
and places it at the viewer’s feet. 

e Printed boxes roll off the presses 


and are piled up in front of the 
viewer. 


> Even more startling effects have 
been achieved in test films made by 
Academy. These include: 

e A group of children throwing 
snowballs out of the stereo window 
directly at viewers. 

e A popcorn “fight” between two 
models, with the popcorn landing all 
over the projection room. 

@ Children on sleds coming down a 
hill, through the window and turn- 
ing just before hitting the viewer. 
e A horse gallops through the stereo 
window, stops in front of the viewer 
and then sticks his nose into the 
viewer’s face. 

e A model extends a bottle of beer 
from the window and pours it into 
an imaginary glass held by the 
viewer. 

e A model begins painting a wall 
with a spray gun, moves around a 


Production Team. . 


corner and continues to spray right 
into the viewer’s face. (This is ac- 
complished by placing a sheet of 
glass in front of the camera lens.) 


e Probably the most startling effect 
of all is achieved when a model ex- 
tends the arm of an indoor TV an- 
tenna until it touches the camera’s 
lens. The effect is so realistic that 
the viewer actually feels the arm 
touch him on the forehead. 


> While these special effects play a 
very important role in the 3-D 
movie, the added realism of normal 
scenes is well worth any added cost. 
After the few seconds it takes to be- 
come accustomed to wearing the 
Polaroid glasses, a viewer has a feel- 
ing that he is an actual part of the 
environment projected on the screen. 

This realism presents added crea- 
tive problems, since it is more dif- 
ficult to suddenly shift a viewer 
from one scene to another if he feels 
he is actually on the spot. 

One of the important advantages 
of 3-D movies is the absence of dis- 
tortion. A hand closer to the camera 
than the rest of the body, for exam- 
ple, retains normal proportions 
without intricate camera adjust- 
ments. This factor may prove partic- 
ularly important in business films, 


Preparing to shoot an action scene for Stone Container’s new 


three-dimensional color film are: (kneeling) Stone Container’s president, Jerome H. Stone; 
(left to right) Bill Hamilton and Bernard Howard, Academy Film executives; Cameraman 
Bob Duggan and assistant cameraman, Paul Hedburn. Academy Films preduced the movie 


for Stone Container. 
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Extra Lights . . . Academy Film technicians 
discovered that about four times normal 
lighting was required for filming 3-D movies. 
Here extra lights are carefully trained to 
flood each section of the set. 


since products will look the same on 
the screen as they do in “real life,” 
creating instant recognition. 

There is no question but that 
there are many lessons yet to be 
learned before 3-D business movies 
reach full flower, but Academy’s 
pioneering work has certainly es- 
tablished the fact that they “have 
arrived.” For a while they will have 
a very important novelty value, but 
Bernard Howard, Academy’s presi- 
dent, feels that it is important for 
potential users to consider the long 
range use. “Novelty is an important 
reason for using 3-D films today,” 
he told AR, “but the smart thing is 
to plan the film so that its value isn’t 
lost when 3-D films become a nor- 
mal thing rather than a novelty.” 44 


Bolex Folder Features 
Hints for Stereo Films 


Production hints and _ technical 
suggestions on making three-di- 
mensional movies are featured in a 
folder published by the Bolex Divi- 
sion of Paillard Products Inc., (New 
York). The six-page folder, Bolex 
Stereo Movies are Easy, contains a 
reprint of an article by Ernst Wildi, 
which originally appeared in the 
company’s photo magazine, The 
Bolex Reporter. 

While aimed primarily at amateur 
movie fans, the article offers many 
helpful suggestions for admen con- 
sidering the production of a 3-D 
business movie. A wide variety of 
illustrations help to explain key 
points. 

The folder also contains details 
on the Bolex Stereo motion picture 
camera and projection equipment 
(used in the production and show- 
ing of the Stone Container Corp. 3-D 
movie described in this issue of AR) 
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Radio Corporation of America 


from 


RCA VICTOR 


for audio-visual 
selling and 
sales promotion 


Want to hold one-man sales 
meetings all over the country? 
Or teach new safety techniques 
to plant employees? 


Then you'll want to look into the 
big possibilities of slidefilm with the 
sound supplied by an RCA Victor 
custom recording! 

When you send an RCA Victor re- 
cording along with your slidefilm, 
you know you've got a perfect 
match of sound and sight. All 
screenings are exactly alike... get 
the same clear, clean, unmatched 
quality of RCA Victor sound. 
Technically and servicewise, you'll 
find RCA Victor leads the field in 
all phases of recording, processing 
and pressing for slidefilm. You get 
the full benefit of RCA Victor’s ex- 
tensive music library... careful 
handling and prompt delivery ... 
at a competitive price! 

Stack this service up against any 
other — check the thought-starters 
shown here — then give us a call to 
see what we can work out for you. 


Try these! 
Introducing a new electronic com- 
puter? A sound slidefilm keeps your 
field service staff up on new instal- 
lations and service techniques. 
Product too big for your salesman 
to carry? A sound slidefilm can take 
its place! 
Phone or write Dept. R-60 
New York 20: 630 Fifth Avenue 
JUpson 2-5011 


Chicago 11: 445 N. Lake Shore Drive 
WHITEHALL 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
HIiisipe $171 


“HIS MASTER'S VOICE” 


RCA Victor Divis 





Advertising Uses of 
Stereo-Realist Told 


Commerical applications of the 
Stereo-Realist camera and viewer 
are illustrated and described in a 
folder published by the David White 
Co. (Milwaukee). The White stereo 
units have been growing in accept- 
ance for advertising purposes. 

The folder explains applications 
of the Stereo-Realist by architects, 
bakers, florists, landscape gardeners, 
animal breeders, industrial manu- 
facturers, consumer products mak- 
ers, clothing manufacturers, schools 
and others. The three-dimensional 
viewers have been found especially 
useful for salesmen who can’t carry 
their entire product line with them 
and for use in convention exhibits. 
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List Unusual Features 
Of New 35mm Projector 


A new automatic 750-watt pro- 
jector with a built-in 156 sq. inch 
screen has been manufactured by 
Tel-A-Story Inc. (Davenport, Ia.) 
The company has issued a folder 
describing the new features of the 
model. 

The Tel-A-Story projector will 
automatically change the picture or 
copy every six seconds. The cycle is 
continuous and needs no attention 
after it is placed in operation. 

The projector has been produced 
in a handy plywood luggage type 
carrying case. It is 14” x 14” x 22” 
in size and weighs only 25 pounds. A 
variety of point of purchase uses are 
suggested in the folder plus a de- 
tailed description of the projector 
and twe photographs to illustrate it. 
The price of the projector is $149.50. 


For your copy circle No. 628 on the 
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Frost Adds Generators 


New 650-ampere generators 
mounted on four-wheel trailers have 
been added to the facilities of Jack 
Frost, Detroit electrical contractor 
who supplies rental lighting units for 
display departments, movie-makers, 
TV studios, theatrical agencies and 
photographic studios. Smaller and 
more powerful than portable gen- 
erators formerly used in the Frost 
rental operation, the new equipment 
is expected to facilitate movie pro- 
duction in out-of-the-way locations. 
In addition to the generator equip- 
ment, Frost supplies a variety of 
lighting units on a rental basis. 


— 


Better Shopper Stopper .. . Harwald 
Co. (Evanston, Ill.) has improved its Shop- 
per Stopper automatic strip film projector 
by adding a 150 watt lamp. The lamp pro- 
vides brighter light and gives longer life 
to the film. The projector has been a popu- 
lar point of purchase display item because 
it brings a sales message colorfully and 
automatically- 


the picture changing every 
few seconds. 


Britannica Lists New 
Movies for Business 


Primarily makers of films for 
schools, Encyclopedia Britannica 
Films (Wilmette, Ill.) has been ex- 
panding and emphasizing its adult 
films geared to business and indus- 
trial users. In its latest catalogs—the 
general catalog for 1951-1952 and the 
supplement with the 1952-1953 addi- 
tions—32 films are listed as business 
and industry films. 

The business films are divided into 
five main categories: American Econ- 
omy, Management of Business and 
Industry, Studies of Selected Indus- 
tries, Personnel and Personnel Train- 
ing and Understanding Our Free 
Society. 

The two catalogs describe and 
show illustrations from the films. The 
general catalog is 32 pages, two-color, 
and the supplement has a four-color 
cover, several full-color inserts and 
is two-color otherwise. Its 42 pages 
describe the films, the film strips, 
and recordings made by Encyclo- 
pedia Britannica. 
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Slide Kit Aids Sales 


Color stereoscope slides are the 
latest addition to the Allen B. Du 
Mont Laboratories (New York) 
“sizzle selling” program. Field repre- 
sentatives are being equipped with 
the kits which contain three-dimen- 
sional color slides—14 showing Du 
Mont receivers and six depicting 
plant facilities and operations. 
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LABELING 


Industry Experts Give Hints On 


Buying habits of American con- 
sumers are constantly changing and 
if packages are to fill their role in 
today’s merchandising scheme, they 
must keep pace with these changes. 
This principle was clearly estab- 
lished in conference sessions which 
were the highlight of the American 
Management Assn.’s 22nd National 
Packaging Exposition held in Chi- 
cago, April 20-23. 

Over 19,000 visitors learned first 
hand how many of the nation’s lead- 
ing packaging experts are adapting 
their companies’ packages to the de- 
mands of the buying public. 


> Packaging for consumer sales will 
continue to change, E. A. Miller, 
vice-president, Jewel Tea Co., (Chi- 
cago) predicted. To find the right 
package to suit everyone, Mr. Miller 
advised: 

1. Don’t be satisfied with what the 
artist shows on the drawing board. 
2. Take the package into the re- 
tailer’s store and gain first hand 
experience of all the jobs it must do. 
3. Take the package into the kitch- 
en and pantry and test its handling 
there by the consumer. 

4. Use packages that are small 
enough for a woman to handle with 
one hand. 

5. Consider how the package will 
be stored and how long the product 
will keep. 

6. In selecting the color of the pack- 
age, maintain a contrast of colors on 
labels and packages so that they are 
readable. 

7. Always make the information 
contained on the package honest and 
accurate. 


> Alert, aggressive packaging can 
reduce costs of distribution, said 
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Designing Packages 
To Keep Pace With 
Changing Buying Habits 


Speakers at the National Packaging Exposition 
draw upon a wealth of experience and provide 
an interesting series of checklists which can 
be used in creating packages to meet the 
changing desires of consumers. 


Walter S. Driskill, director and gen- 
eral sales manager, McCormick and 
Co. (Baltimore), in his address to 
the conference. Mr. Driskill pointed 
out: 

1. The package can become the 
lowest priced and most productive 
salesman any organization could 
employ. 

2. It is essential to have a talking 
package for a product, because this 
package must sell itself against other 
packages containing similar prod- 
ucts. 

3. The package must be well-de- 
signed, tailored to the product and 
capable of literally selling itself. 
4. Packages must be slanted to the 
markets they are trying to reach. 
5. Shoppers want to pick a package 
which will tell a direct and honest 
story to encourage them to sample 
the various products. 


> In his talk to the packaging con- 
ference, F. C. Majorack, manager, 
product development department, 
H. J. Heinz Co. (Pittsburgh), said, 
“World War II mushroomed the 
self-service supermarket into a 
cloud as big and as impressive as 
any Bikini produced.” He pointed 
out: 

1. With self-service here to stay, 
the package has a new role in super- 
market selling. 

2. With the sales clerk gone, only 
the package label can explain the 
merits of the contents. 

3. Market reaction to new labels 
and packages can be determined 
through store tests and limited area 
market tests. 

4. Consumer acceptance must be 
tested in the normal environment 
in which the package is sold. 


5. The above sources, plus a close 
scrutiny of sales records for com- 
parable periods, will help evaluate 
the success of a new label. 


> Redesign of packages for the 
complete product line put out by 
Mead, Johnson & Co., (Evansville, 
Ind.) has given the packages a 
strong family resemblance and at 
the same time cut packaging costs, 
said Lloyd L. Duke, manager of 
package design. The following pro- 
cedure was followed: 

1. Discussion of packaging prob- 
lems relating to each product by 
sales, management, engineering, 
production and package design. 

2. Study of various solutions to the 
problems and making of recommen- 
dations to management. 

3. Securing management’s approval 
and setting up schedules. 

4. Issue of authorizations by man- 
agement, with copies sent to all 
departments concerned. 

5. Preparation by each department 
of the work for which it was respon- 
sible and forwarding of essential 
data to package design department. 
6. Assembling by package design 
department of all elements so as 
to achieve standardization with the 
rest of the line. 

7. Preparation of layouts, typogra- 
phy and finished art. 

8. Forwarding of finished art to 
suppliers, via the purchasing depart- 
ment. 

9. Proofreading. 

10. Receipt by package design of 
samples of all production runs for 
checking and filing. 


> J. Homer Winkler, technical ad- 
visor, Battelle Memorial Institute 
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& PACKAGING 


(Columbus, O.), told the American 
Management Association’s packag- 
ing conference: 

New developments have been in- 
troduced in the printing operations 
of package production, as follows: 
1. The invention of xerography for 
graphic reproduction and xeroprint- 
ing for printing production. 

2. The utilization of in-line equip- 
ment in printing production. 

3. New phototypesetting machines 
for obtaining type copy without use 
of type metal. 

4. Pre-makeready aids, including a 
precision lock-up and register table 
for accurately locking up forms be- 
fore sending them te press, a form 
trolley for transporting press forms 
and a cast type metal base for 
mounting plates. 

5. New methods in photoengraving, 
including the Scan-A-Graver, use 
of magnesium as a photoengraving 
metal, color scanners for producing 
color-separated transparencies from 
full-color copy, and a new photore- 
sist that may replace the hot and 
cold tops. 

6. Improvements in _ electrotyping 
such as increased application of the 
PPR plastic molding, a centrifugal 
process for backing curved electro- 
type shells, unit casting of electro- 
type shells, a new finishing machine 
for flat electrotypes, use of treated 
electrotypes with makeready incor- 
porated in their surfaces and reduc- 
tions in weight and increases in 
mechanical strength of electrotypes. 
7. The development of flexographic 
printing from molded rubber plates. 
8. The application of gravure print- 
ing processes to specialty stocks, 
labels, wrappers and boxboard. 

9. The improvement of offset lithog- 
raphy quality through the use of 
bimetallic plates, presensitized pa- 
per, metal-foil plates and web-fed 
equipment. 

10. Renewed interest in dry offset 
and use of cylinder sleeves for con- 
tinuous pattern printing. 

11. The development of screen 
process printing for more accurate 
color reproduction. 


Adhesive Packet Papers 
Distributed by Nashua 


A new line of adhesive packet pa- 
pers, designed for high speed face- 
to-face heat sealing on all types of 
automatic packaging machines has 
been manufactured by the Nashua 
Corp. (Nashua, N. H.). To announce 
their product they are circulating a 
three-color, four-page folder. 

The papers, trade named Sayv, are 
intended primarily to hold gran- 
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ulated substances such as sugar and 
salt folded into individual size con- 
tainers. They are used extensively 
by hospitals and schools or as sam- 
ple packets given away by manu- 
facturers. 

The folder describes some of the 
many uses for papers and illustrates 
several customer uses. Listed are the 
types of packaging machines the pa- 
pers are adapted to and the different 
stocks available. Each packet may 
be imprinted with company’s name 
or with advertising slogans. Several 
different trade name designs for the 
packets are illustrated in the folder. 
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Print Guide to Ink 


Colors for Packages 


A new edition of the IPI booklet, 
Color for Package Printing, has just 
been published by the Printing Ink 
division of Interchemical Corp. (New 
York). Like an earlier edition, orig- 
inally published in 1948, the booklet 
contains several helpful guides for 
selecting the proper celors of ink for 
packages. 

Well illustrated with color ex- 
amples, the booklet contains such 
helpful information as guides to visi- 
bility and legibility of packages; 
proper package color contrasts; a 
hue circuit chart showing colors ar- 
ranged for selection according to 
contrast, harmony and other factors; 
several helpful checklists. 

A seven-point checklist for selec- 
tion of ink includes: 


1. Will package be exposed to: 
a. Sunlight? 
b. Heat? 
c. Moisture? 


2. Will package be handled often? 


3. Must it be proof to deteriorants 
such as perspiration, soaps, alkalies, 
acids, alcohol, oils, fats, butter, hot 
paraffin, adhesives? 


4. Kind of printing surface—paper, 
clay, machine or patent coated board; 
corrugated board; metal foil; plastic 
sheeting; other. 


5. Printing process—typographic, 
offset, gravure, aniline, silk screen. 


6. In metal decorating—baking tem- 
peratures and time, character of con- 
tents, will last color be wet var- 


nished? 


7. Printer or inkmaker should 
establish color standards and press 
tolerances in order to control color 
uniformity. 
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Pink Elephant 


For imbibers who arise Sunday 
mornings with strong suicidal urges, 
Dyer Products Co. (Canton, O.) has 
an antidote. It’s a ‘‘Hangover Kit"’ 
containing one can of tomato juice, a 
wash cloth, aspirin, chewing gum, a 
package of mints and Alka Seltzer. 

Copy on the package promises the 
sufferer that the contents will stop 
your headache, settle your stomach, 
sweeten your breath and cool your 
brow—and make life worth living 
again. 

The three-color Shellene ‘‘ice bag,” 
with drawing of a pink elephant and 
a woebegone gentleman, was de- 
signed by Shellmar Products Corp. 
(Mount Vernon, O.). The kit, tied with 
fancy ‘‘gift’’ ribbon, is sold in gift, 
food, drug and cigar stores. 


Continental Can Film 
Tells Packaging Story 


The development of packaging 
from early American days to the 
present is depicted by Continental 
Can Co. in a 15 minute color film 
entitled, “The Story of Packaging.” 

From the opening sequence show- 
ing the Mayflower landing at Plym- 
outh Rock, the film, in colorful ani- 
mation, carries the audience through 
three centuries of industrial prog- 
ress. The role played by all types of 
packaging in the growth of our mass 
distribution system is portrayed 
from the original cracker barrel to 
the streamlined, colorful and sani- 
tary packaging of today. 

“The Story of Packaging” places 
the spotlight on mass distribution 
and shows how various methods of 
packaging enable the purchase of 
ever-fresh goods in convenient 
amounts and make possible a vast 
variety of goods to meet every ma- 
terial need. 

The film presently is being shown 
in Continental Can Co. plant cities 
before employees and local civic, 
service and school groups. A pro- 
gram is currently being worked out 
for wider distribution following the 
plant-city showings. 44 
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Take or Send... . Hall Bros., Kansas 
City, Mo. department store, encourages cus- 
tomers to carry their purchases with them 
by using these attractive corrugated gift 
boxes. The boxes also simplify wrapping 
and packaging operations. White linen fin- 
ish inside and out with distinctive brown 
printing, each box features an identifying 
trademark on the lid. Hinde & Dauch (San- 


dusky, O.) produced the boxes for Hall 
Bros. 


Council Announces 1953 
Package Design Awards 


The year’s outstanding packages 
in eight different fields plus a “best 
of show” design will be awarded 
prizes in a new competition spon- 
sored by the Package Designers 
Council (New York). The council 
initiated the awards to stimulate 
creative management thinking about 
packages as merchandising tools and 
to reflect the numerous ways pack- 
ages speed up and simplify distribu- 
tion. 

The eight award categories as an- 
nounced by the council are: 

e Best coordinated packaging job 
pulling together diverse elements 
into a co-ordinated whole. 

e Four awards to the best supermar- 
ket and variety store packages—one 
each to the following: food and gro- 
cery design; drug; cosmetic; miscel- 
laneous. 

e Best department store package. 

@ Best redesign with emphasis on 
improvement between old and new 
designs. 

@ Best design for a new product not 
previously marketed. 

To the best package or package 
group of the entire show will go the 
Wolf award, donated by Irwin Wolf. 

Manufacturers, advertising agen- 
cies, designers, suppliers and con- 
verters are all invited to submit 
entries. The panel of judges will in- 
clude leaders in advertising, manu- 
facturing and distribution fields. 
Entry blanks and further information 
about the competition may be ob- 
tained by writing to Awards Com- 
mittee, Package Designers Council, 
118 E. 40th St., New York 16. 44 
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WHO AM 1? 


I'm Cora Gated... 

H & D's new trade character. 
Look for me and my 
signature on the corrugated 
shipping boxes you buy. 
They are your guarantee of 
the highest standard of 
protection for your products. 
Write for booklet, “How To 
Pack It."" Hinde & Dauch, 
Sandusky, Ohio. 


e 40 SALES OFFICES 








New packages in all sizes, forms 
and featured in the 
American Management Association’s 
22nd National Packaging Exposition 
held on Chicago’s Navy Pier from 
April 20-23. There were a full two 
miles of exhibits with 350 companies 
displaying their products and serv- 
ices. 

The Sylvania Division of Ameri- 
Corp. (Philadelphia) 
showed a complete supermarket to 
display many of the 5,000 products 
now sold in cellophane packages. 
From the advertising man’s view- 
point, the most interesting factor was 
the strong “sell” which the packages 
featured, providing ample evidence 
of the importance of gaining the at- 
tention of the buyer at the point of 
purchase. 

A new sliderless zipper which 
keeps objects airtight, dustproof and 
waterproof was shown by Flexigrip 
(New York). A squeeze of the finger 
was all that was required to seal the 
package tight. The new sealing de- 
vice, known as Flextite, has been 
used to ship chemicals to India with- 
out leakage or breakage. It is made 
of vinyl plastic. 


> The American Can Co. (New 
York) introduced a new drip-proof 
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Non-Drip Can .. . Pretty Dorothy Johnson 
shows her surprise at the lack of ‘‘drips” 
from a new non-drip can exhibited at the 
packaging show by American Can Co. The 
firm's exhibit featured an unusual display 
with mechanical hands tipping the cans and 
pouring water from them to demonstrate 
the drip-proof feature of the container’s 
special spout. 
























































































































































































































New Packaging Developments 
Draw Interest at AMA Show 


can. Now being market tested with 
a liquid detergent, the non-drip can 
also is suitable for such household 
items as syrups, salad dressings, fur- 
niture polish and hair tonics. The 
can was made dripless by the de- 
sign of a turned-in lip which forms 
the mouth of the nozzle and cuts off 
the flow of liquid after pouring. 

Shown at the exposition in the 
form of a single-shot soy sauce con- 
tainer, was a disposable pouch made 
of Bakelite polyethylene plastic. The 
Bakelite Co. (New York) is also 
making the pouch to hold sun tan oil. 

Transparent films made of cello- 
phane, polyethylene, Saran and 
vinyl plastic let the product inside 
speak for itself in the market. There 
were many displays which employed 
this technique and items packaged 
ranged from candy and food prod- 
ucts to wearing apparel. 


> The American Can Co. (New 
York) showing cans in pale blue, 
green and yellow, reported a trend 
toward pastels to encourage impulse 
buying. 

Tear-type openings like those used 
on cigarets and confections were re- 
ported being extended to a host of 
other products, by the Dobeckmun 
Co. (Cleveland), which showed 
sandwich bags and bacon packages 
with this type of opening. The same 
device was shown applied to corru- 
gated shipping cartons by Mid 
States Gummed Paper Co. (Chi- 
cago), General Gummed Products 
Inc. (Richmond Hill, N. Y.), and 
Minnesota Mining & Manufacturing 
Co. (St. Paul). 

Added protection for the product 
was the goal of various chemical 
companies in developing new proc- 
esses. Tennessee Eastman Co. sug- 
gested that Tenox, a food-grade an- 
tioxidant, be added to packages for 
oxygen-sensitive food products. 
Tenox would serve as a barrier or 
oxygen trap. 


> The fast-growing frozen foods in- 
dustry provided the inspiration for 
a number of package developments. 
For bulk packaging of frozen foods, 
Rheem Mfg. Co. (Southgate, Calif.) 
presented a steel drum lined with 
Saran, Dow Co.’s transparent food 
packaging film. For the housewife 
with a home freezer, Sydney-Thom- 
as Corp. developed a “starter kit” 
containing all the packaging mate- 
rials necessary to begin freezing 
foods at home. 


Plastic Tubes .. . The plastic tubes held 
by the model can be used for packaging 
such products as hand lotion, tooth paste, 
shaving cream and oil paints. Manufactured 
by Wallace Container Co. (Los Angeles), 
the tubes are made from Geon vinyl resins 
and weigh about 1/3 as much as lead con- 
tainers. They are non-breakable and print- 
ing can be applied directly to the plastic 
surface. 


A three-dimensional motion pic- 
ture shown by the Stone Container 
Corp. (Chicago), and describing its 
process of making corrugated boxes 
was appreciatively viewed by con- 


tinuous audiences (see story on 
page 41). 
The National Container Corp. 


(New York) had a display which 
was a graphic presentation of the 
process of manufacturing pulp, kraft 
paper and container board, and of 
fabricating corrugated boxes, from 
tree to finished product. 

Vinyl plastic was used in a new 
collapsible tube for packaging such 
products as tooth paste, shaving 
cream and oil paints. Only about a 
third as heavy as a lead tube, the 
plastic container is said to be so 
strong that a 200-pound man can 
stand on it without rupturing the 
sides or seams. Its maker, Wallace 
Container Corp., packaged sun tan 
lotion on the exposition floor to 
demonstrate the new tube. 


> Described by its exhibitor, the 
Sylvania Division of American Vis- 
cose Corp. (Philadelphia), as one of 
the world’s smallest packages, were 
individually wrapped cigarets de- 
signed for export to the tropics. 
Many products aimed at the Ameri- 
can housewife also reflected the 
growing trend toward fractional 
packaging of small units within a 
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“mother” package, a device already 
familiar to users of cereals, crackers 
and marshmallows. 

For traveling and for “quick 
laundry” in the bathroom, a printed 
carton containing 25 cellophane 
packets of soap powder was dis- 
played by the film department of 
Du Pont (Wilmington, Del.). The 
carton, which fits standard-size 
medicine cabinets, dispenses the 
packets one at a time through a slot. 
For time-saving in the kitchen, Du 
Pont also showed fractional units of 
rice, with each bag holding a cupful, 
the most common cook book unit of 
measure. Similar one cup bags of 
brown sugar were designed to help 
keep the sugar from hardening. Oth- 
er fractional packages contained ice 
cream cones, potato chips and cigars. 

Packaging materials in new com- 
binations offered better protection 
to foods, delicate equipment and 
other products likely to suffer in 
shipment. A new leakproof alumi- 
num foil container, designed to re- 
tain the original flavor and freshness 
of pre-packaged foods, was exhibited 
by Phoenix Industries Inc. (Indian- 
apolis). Used to package both hot 
and cold dishes in a factory cafete- 
ria, the container is said to retain its 
original temperature longer. It was 


Fractional Packaging ... One of the 
most important trends noted by AR editors 
at AMA's packaging show was the increased 
interest in fractional packaging. These frac- 
tional packages were developed and dis- 
played by DuPont. In the upper row is a 
master package containing four inner packs 


of four ice cream cones; a 


two meal pack”’ 
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Just like 


Heavy Duty Tear-Strip . 
opening a pack of cigarets is this new 
development by Minnesota Mining & Mfg. 
Co. (St. Paul) exhibited at the National 


Packaging Exposition. Heavy duty fibre- 
board containers now can be opened by 
pulling a tab attached to a tear-strip ad- 
hered to the inside of the container. The 
strip is made of Celanese acetate film and 
has been used successfully on boxes with 


bursting strengths up to 350 pounds. 


made easier to open by adding a 
nylon tear string. 


> To protect the lives of pharma- 
ceutical customers, a new machine 
of frozen carrots and peas packed in sepa- 
rate cellophane bags; a package containing 
15 half-ounce packets of grated cheese 
Second row: A master bag containing four 
two-ounce bags of potato chips; a carton 
dispenser holding 25 cellophane packets of 
soap powder for “quick laundry’ in the 
bathroom or for use during trips; a package 





developed by Dumatic Industries 
(Philadelphia) for Sharp & Dohme 
Inc. labels drug containers in one 
continuous operation. The continu- 
ous feed was said to make it almost 
impossible for a bottle or tube to 
draw the wrong label, and thus 
eliminates expensive checking. 

A new method of printing cello- 
phane, developed by the Dobeckmun 
Co. (Cleveland), by controlling the 
moisture content of cellophane 
while it is being printed, keeps the 
film from drying and breaking under 
high-speed printing. 


> The competitive emphasis now 
growing throughout American in- 
dustry was evident. Reflecting the 
shift in packages’ function from 
mere containers to salesmen of their 
products in self-service retailing, 
package designs and _ materials 
stressed eye appeal and product in- 
formation. Shipping containers also 
were spruced up to sell as well as 
protect. Plastic and other synthetic 
materials were much in evidence. A 
spokesman for the Plastics Division 
of Monsanto Chemical Co. (Spring- 
field, Mass.) forecast greatly in- 
creased use of plastics by the pack- 
aging and container industry. 

Chief growth in the plastics fami- 
containing three bags holding one cupful 
of rice—the unit of measure in most cook 
book recipes; a similar package holding 
three one-cup units of brown sugar, and a 
special cake package containing a separate 
cellophane bag in which unused portions of 
cake can be placed for freezer storage. 


ly, Monsanto predicted will be in 
styrene, for higher-priced food and 
drug items; plastic coatings for cello- 
phane, paper, cardboard and metal; 
and polyethylene, currently very 
popular among transparent films. 

A Bakelite (New York) spokes- 
man declared that with polyethy- 
lene and other films, fruit and vege- 
table growers are beginning to ship 
food already ripe rather than ex- 
pecting it to ripen in the box. It was 
predicted that this development may 
mean increased home use of fresh 
foods rather than the completely 
pre-cooked meals so often forecast 
for tomorrow’s supermarket. 


>» “Squeeze” packages of plastic 
film and vacuum and pressure pack- 
ages were shown for a variety of 
products. Among the other major 
merchandising trends evident at the 
exhibit were lavish use of color on 
boxes, cans and bags; increasing 
popularity of transparent materials 
to package products which have 
their own eye appeal; and smaller or 
fractional packages for single use 
or small family applications. 

The 1954 exposition will be held 
April 5-8 in the Atlantic City Audi- 
torium and will return to Chicago in 
1955. Floyd L. Triggs, advertising 
manager, Riegel Paper Corp., (New 
York) who served as chairman of 
the Exhibitors’ Advisory Commit- 
tee this year, will continue in that 
post for the 1954 show. 44 


Labeling of Plastics 
Covered in Portfolio 


The technical and merchandisng 
aspects of labeling plastic products 
are discussed in Monsanto Chemical 
Co. (Springfield, Mass.) Product 
Information Bulletin No. 66. The 16- 
page portfolio covers types of labels, 
merchandising functions of good 
labels, label planning, production 
methods for labeling, and label 
sources, 


For your copy circle No. 632 on the 
Reader's Service Card inside back cover 


Gianninoto Develops 
Packaging Checklist 


Frank Gianninoto & Associates, 
New York industrial designers, has 
developed a handy 28-point check- 
list for package designs. Titled “A 
Partial Check-List Before Design- 
ing Packages,” the list is the key fea- 
ture of a helpful folder, which also 
explains the role of an industrial de- 
signer in development of commer- 
cial packages. 


For your copy circle No. 633 on the 
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Zonite Combines Glass and Fibreboard 
For New Safety Moth meet Container 


An entirely new approach to pres- 
sure packaging of sprays was demon- 
strated with the advent of the Lar- 
vex mothproofing spray container. 
Created by American Can Co. (New 
York) for Zonite Products Corp. 
(New York), manufacturers of Lar- 
vex, it represents a unique idea in 
packaging—combining a glass bottle 
with a sheath of fibreboard. 

This is the first time a glass bottle 
has been tried with a pressure pro- 
pelled, liquid base product. Uniting 
the bottle with a fibreboard outer 
container provides the consumer 
with a practical and safe “duplex” 
package. 

The package grew out of a dis- 
covery by Zonite that there was no 
available combination of enamel 
coatings and metal container mate- 
rials that would hold the chemicals 
and propellent used in Larvex for 
any long period without corrosion. 
The problem was handed to Ameri- 
can Can who studied the situation. 
They discovered that five main hur- 
dles would have to be surmounted: 


> The outside container must be 
strong enough to protect the glass 
bottles from shattering if dropped— 
particularly under high tempera- 
ture conditions. 


> The top of the composite container 
must fit a special valve and also act 
as a base for the bottle’s crown top. 


> Enamels must be developed to 
cover the metal tops and bottoms to 
protect them against spillage. 


> The composite design must be 
planned to allow for wide glass toler- 
ances yet hold the bottle firmly. 


Canco and Zonite were convinced 
that extreme precautionary meas- 
ures should be taken to make the 
container absolutely safe. While Lar- 
vex spray is not itself explosive, the 
pressure propelling agent would 
cause glass and liquid to splatter 
across a room if the bottle were to 
be broken. 

After several sample containers 
were developed, Canco sent them to 
the Zonite laboratories to be tested. 
Zonite made a series of drop tests 
from a height of six feet onto a 
concrete floor under temperatures 
higher than normal room conditions. 
None of the bottles shattered. 

Next a special enamel to protect 
the metal tops from corrosion was 
added. Perforations were made in 
the tops and bottoms of the container 
to serve as “escape hatches”—a fur- 


Low Pressure Container .. . Larvex is 
now available in this new “duplex’ pressure 
package, which permits self-dispensing from 
a low-pressure glass bottle container. The 
view at the left shows how the glass bottle 
with valve assembly fits down into the pro- 
tective fibre container. The complete pack- 
age is shown at the right. 


ther safety measure. 

An attractive label giving detailed 
instructions for consumer handling 
of the product, including a warning 
against opening the container, was 
designed. Then, though some refine- 
ments were planned, the “duplex” 
package was ready for market. 


Contest Winner... A hair rinse carton, 
produced for Helena Rubenstein Inc., won 
for the Lord Baltimore Press the top award 
for technical superiority in the multi-color 
printing class of the 8th annual folding car- 
ton competition sponsored by the Folding 
Paper Box Assn. of America. Carton in the 
foreground shows the model's hair in subtle 
ash-blonde shade while the carton in the 
rear demonstrates the deeper golden shade 
available. 
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PREMIUMS, PRIZES & SPECIALTIES 


“Dremiume 


for 


€veryone 


Premiums are becoming an increasingly important part of 
advertising campaigns. Panel members at the Premium 


Advertising Forum laid down some handy guides for admen. 


Advertising premiums are a grow- 
ing business—both in volume and 
in importance to advertisers. That 
was the theme of the Premium Ad- 
vertising Forum, highlight of the 
National Premium Buyers Exposi- 
tion at Chicago’s Conrad Hilton 
Hotel, April 20-23. 

Parlin Lillard, General Foods 
Corp., and president of Premium 
Advertising Assn. of America, estab- 
lished the keynote for the fo- 
rum in his introductory remarks by 
pointing out that the first quarter of 
1953 showed a 20% increase in the 
use of advertising premiums over 
the similar 1952 period. 

Other speakers on the forum gave 
some very pointed advice on how 
to conduct successful premium op- 
erations: 


> James Street, Premium Service 
Office Manager for General Foods 
Corp., offered a guide to the use of 
dealer premiums. He pointed out 
that there are just two reasons why 
they aren’t used more: 

e Advertisers just don’t understand 
how to use them. 

e Advertisers are afraid that if they 
once start to use them they will have 
to continue such an operation for- 
ever, whether they are needed or 
not. 


These, he told a packed house, are 
not enough to cause one to lose 
sight of the fact that premiums for 
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dealers can be a very valuable part 
of a successful sales promotion pro- 
gram. “Premiums,” he said, “are an 
inducement to encourage the dealer 
to do something extra for you. They 
can be a real ambassador of good 


will.” 


> Mr. Street laid down some impor- 
tant “don’ts”: 
e Don’t expect the dealer to do more 
for you than is just return from the 
premium offered. The use of a pre- 
mium should be mutually beneficial 
—the dealer gets a tangible item 
with cash value and you win special 
favors from him which will help to 
sell more of your merchandise. 
e Don’t give the dealer something 
he sells. 
e Don’t use a premium that may 
break in transit. 
@ Don’t make him wait for the pre- 
mium. The best method is to have 
your salesmen present the premium 
in person. The salesman is the real 
key to a successful dealer premium 
operation. 
e Don’t offer the premium only to 
special dealers—make it available 
to everyone. 
e Don’t forget premium specialists 
—they can help you do the most 
satisfactory job. 

Mr. Street also gave six reasons 
for the use of dealer premiums: 
© Introductory offers. 


e Getting a whole family of prod- 
ucts into a store where only one or a 
few are generally sold. 


e To get additional products into 
distribution. 


e To promote use of displays and 
traffic builders. 


e To help move excess stock. Mr. 
Street cautioned that it is wise to do 
a double premium job in this case— 
a premium to get the dealer to take 
excess stock off your hands and a 
premium for consumers to help 
move the stock off the dealers’ 
shelves. “It doesn’t pay to try to 
make the dealer a ‘warehouse’ for 
your excess merchandise,” he cau- 
tioned. 


e Plain old-fashioned good will. 


> Clarence G. Wahl, general sales 
manager for Stark Bros. Nurseries 
& Orchards Co., told the group how 
his firm uses premiums to promote 
the sale of nursery products. “A pre- 
mium,” he said, “will make your 
salesmen go ‘that last mile’ for you.” 
He offered four suggestions to help 
make premiums for salesmen do the 
best job: 

e Offer a good selection including 
things a wife can’t buy on her 
budget; things for children—they 
will push Dad into selling more; lux- 
ury items for the salesman, himself, 
and others. Mr. Wahl noted that, 
when using lapel pins as a premium, 
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anaglyphs? scopes? 
bi-color spectacles? 


W hatever you call *em-——we make ’em! 


Yes, we have the bi-colored spec- 
tacles you need — in quantity 
for 3-dimensional printing or 
movies, in red and blue or red 
and green, without ear pieces or 
with. Call or write for samples, 


prices. Get fast action. 


FREEDMAN CUT-OUTS 


34 Hubert St., N.Y. 13, N.Y. 
CAnal 6-2750 
Dept. AR6 


with the new “3D” 
sensation from Hollywood! 


Yes, Brownie’s newest three-dimen- 
sional premiums gain extra force 
from Hollywood's current surge of 
“3D” stereoscopic films... 

Brownie will supply everything 
you need for this remarkable give- 
away, box-top premium or adver- 
tising. promotion . . . We'll supply 
3-D photography and special view- 
ing glasses. All at an amazingly 
low cost. 


A note on your com- 
pany letterhead will 
bring you a startling 
““3D"' sample. Why 
not write or call 
Brownie today? 


[TN MANUFAC aos 4 eee ae 
55 Frankfort St., N.Y. 38, N.Y. Dept. 1 
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| it works wonders if they are jeweled 
| with different stones to denote spe- 
| cial achievements. 
e If you run a prize contest, it is 
| well to offer premiums for all sales- 
men who don’t win prizes, so that 
everyone gets a reward commensu- 
rate with his efforts. 
e Make sure that premiums are 
adequately illustrated and described 
in your premium promotion liter- 
ature. 
e Rules on how to win premiums 
must be carefully worded and kept 
as simple as possible. 

Answering a question posed by 
forum chairman James H. Thomas 
of Eureka Specialty Printing Co., 
Mr. Wahl pointed out that cost of 
premiums should be based on a cer- 
tain percentage of sales. 


> “Many manufacturers are kidding 
themselves about brand loyalty,” 
Gordon C. Bowen, president of Pre- 
mium Service Co., told the audience. 
“It is not a fixed asset.” 

He suggested that more attention 


| should be paid to keeping present 


customers rather than obtaining new 
ones, and suggested that use of pre- 
mium coupons is the ideal method. 
“A coupon premium plan is an 
insurance policy on keeping cus- 
tomers,” he said. 

Mr. Bowen pointed out that pre- 
miums are the only form of ad- 
vertising where you pay for the 
advertising after sales and only in 
proportion to sales volume. He add- 
ed, however, that a premium plan 
can’t take the place of other adver- 
tising, only supplement it. 

He outlined the percentage of re- 
turns which can be expected of a 
continuing premium coupon plan: 

Ist year—15-25%. 

2nd year—30-40%. 

3rd & 4th years—50-60%. 

Sth and following years—75-80%. 

Answering a question from Chair- 
man Thomas, Mr. Bowen stated that 
he was opposed to use of void dates 
on premium coupons. “It detracts 
from the general interest in the pro- 
motion,” he said. 


> The importance of premiums in 
house to house selling was outlined 
by Sidney A. Weiss, executive di- 
rector of American Home Equip- 
| ment Co. He laid down nine premi- 
| um uses: 
1. To open new accounts. 
| 2. To re-open paid out accounts. 
| 3. When one customer recommends 
| another. 
4. In connection with the sale of 
another item. 
5. For contests. 





6. For collection stimulation. 


7. To introduce new items. 

8. To move heavy inventories. 

9. To move obsolete merchandise. 
He noted that premiums offered 

during comparatively dead months 

in house to house selling often build 

sales volume even greater than that 

racked up in normally good months. 


> Robert W. Mueller, managing edi- 
tor of The Progressive Grocer, ex- 
plained the growing use of premiums 
in food stores. Supermarkets are no 
longer a novelty, he said. They are 
using premium plans to: 

e Increase store traffic and sales. 

e Increase 
customer. 


average purchase per 


e Make ads more interesting. 
e Eliminate need for price-cutting. 
e@ Increase dollar profit. 

Mr. Mueller listed the advantages 
of premium promotions in food 
stores over other types of retail 
outlets: 

e They have far greater traffic than 
any other type of retail store. 

e No special shopping trip is neces- 
sary, for consumers visit food stores 
about three times per week. 

e They can display and make pre- 
miums available “on the spot.” 

@ Customers aren’t bothered with 
punch cards or box tops—always a 
deterrent to action. Cash register 
slips can do the job. 

He also offered four tips to pre- 
mium makers interested in selling 
their items to the retail food trade: 
1. Items must be effective sales pro- 
motion items, and should be pre- 
tested. 

2. The manufacturer must be able 
to estimate within 10% the number 
of premiums a store will need. 

3. The right kind of ad mats and 
store display material should be 
available. 

4. Premium plans must be made 
exclusive to one food store or com- 
pany in each trading or advertising 
area. 44 


Distillery Produces 


Foreign Money Guide 


A handy pocket size booklet, Old 
Forester Pocket Currency Con- 
verter, is being distributed to Eu- 
rope-bound tourists by Brown-For- 
man Distillers Corp. (Louisville) 
through travel bureaus, air and 
steamship lines. The currency con- 
verter contains conversion tables of 
14 European money standards, a 
section on international travel re- 
quirements and a table of foreign 
weights and measures. 
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Changing Interests of Consumers Reflected in 
1953 National Premium Buyers Show Exhibits 


Consumers are becoming distinctly 
brand conscious even in their selec- 
tion of premiums. This trend was 
clearly indicated by admen attend- 
ing the National Premium Buyers 
Exposition at the Conrad Hilton Ho- 
tel in Chicago, April 20-23. 

The lure of a gift for the return 
of a boxtop is not quite enough, in 
the opinion of Frank Waggoner, sec- 
retary of the Premium Advertising 
Assn. of America, which sponsored 
the exposition. The proffered prize 
or present, he told AR, should be an 
article known by reason of national 
advertising, an item which has 
gained consumer acceptance, some- 
thing the public not only wants but 
also knows. 

Spokesmen for the industry said 
that the intensified competition an- 
ticipated, in the event that the Ko- 
rean situation is cleared up, will 
bring pronounced gains for all phases 
of the premium business. Advertis- 
ing has taught a large segment of 
our population to expect a premium 
when they buy a product and, faced 
with a choice of purchasing two simi- 
lar products, they are going to select 
the one that offers a gift or bonus. 


> A number of manufacturers dis- 
closed that their customers have be- 
come increasingly price-conscious. 
An item selling for $1.75 has more 
chance of acceptance than one with 
a price tag of $2.10. 

Exhibitors had varying opinions 
regarding self-liquidating as against 
complete giveaway premiums. One 
school of thought contended that 
where there is a conscious effort, 
such as tearing out a coupon or cover, 
plus addressing an envelope and also 
enclosing a coin, the eventful re- 
sults will be more lasting than in the 
case of simply presenting a gift when 
the package is bought. 

On the other hand, manufacturers 
of complete giveaways believed that 
the good will generated by outright 
gifts of premiums counted heavily 
in establishing consumer acceptance 
and building repeat sales. 


> Premiums galore were on display. 
More than 200 exhibits captured the 
interest of visitors from every part 
of the United States, and it was esti- 
mated that 10,000 items were shown. 

These ran the gamut from paper 
to steel. There was a musical cigaret 
carousel which played a tune at the 
press of a button. Revolving doors 
opened and closed as the device, 
called Roundelay, revealed cigarets 
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contained behind its six hidden 
doors. The novelty is available in 
ivory, jade, rose quartz and ebony 
polystyrene. Swiss Harmony (Chi- 
cago) distributes the Roundelay. 

Miniature reproductions of na- 
tionally known and advertised prod- 
ucts provided idea generators to 
many premium buyers. The Product 
Miniature Co., (Milwaukee) was on 
the scene with small models of pop- 
ular motor cars and trucks. There 
was an authentic 1/16th scale model 
of an International diesel tractor, a 
machine that turns, climbs, pushes, 
pulls and bulldozes. Miniatures are 
designed to be used both as toys and 
as advertising novelties. 


> From Lexington, Ky., came the 
Spotswood Specialty Co., with a line 
of novelties, toys and games. Spe- 
cializing in child appeal items, this 
company featured a variety of gad- 
gets such as cowboy bang gun, Afri- 
can blow gun, a humming lariat, 
cricket pistol, a paratroop gyro that 
shoots into the air and spirals on its 
downward flight, and novelty hats 
made of paper and cardboard. 

Shown also was a new, non-break- 
able, plastic lamp with a lyre-shaped 
arm made of Plexiglas. The reflector 
shade is made of a new combination 
of plastic and Fiberglas which radi- 
ates its translucent color with a 
fluorescent glow. The lamp is made 
by Trans-Plastic Inc. (Chicago). 

The growing interest in outdoor 
barbecues was reflected in the ex- 
hibit of Willard Mfg. Co. (Miamis- 
burg, O.). Featured in the firm’s 
exhibit room was its complete out- 
door barbecue grill which boasts 
“controlled chimney draft action,” 
a candle-lantern bug catcher, and 
simplicity of operation. The unit is 
completely portable and made of 
rust resistant steel. The over-all size 
of the unit is 3534” x 22” x 39”. 


> The Jon-E’ Hand Warmer, made 
by Aladdin Laboratories (Minneap- 
olis), aroused considerable interest. 
Made of durable steel alloy for fast 
heating and long heat retention, the 
device is shaped to fit in the hand, 
mitten or pocket. It is said to give 
heat for more than 24 hours on each 
filling of fluid. 

Comic books for premium use 
occupied the spotlight at the Wm. C. 
Popper & Co. (New York) exhibit. 
Samples of comic book creations for 
many leading national advertisers 
were distributed. The exhibitor re- 
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Cereals 


Your cereal sales soar 

“ high when high-flying 

PIONEER Qualatex 

“Floating Billboard” 

balloons give them a lift! Free balloons 

change kids’ “favorite” cereals — mothers’ 

buying habits, too. Other customers see 
your sales message. 

In one shopping area, city or state, you 
put new push behind amy product you sell 
with low-cost PIONEER balloons as 
package inserts, tie-ons or self-liquidators. 
Printed in non-fading crackless pigments. 
Our Ad Service Department gives you 
ideas, samples, imprint rong iba 
information. Write to Fees 6D 
The PIONEER Rubber Good Housekeeping 
Company, 459 Tiffin Road, << 
Willard, Obio. 
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Specialties 


Juvenile caps, baby and restaurant bibs, 
hot dish holders, bowl covers and hun- 
dreds of other items in cloth, felt, 
paper or plastic film. 


Write for complete catalog 


FABRIKO INC. 


Basa aed alld ee inte cetacean 


Mill Street 
Green Lake, Wis. 
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CATALOG 


Clip this Coupon to Your 
Letterhead for BIG Catalog 


Many Plastic, Metal, Leather and Paper 
Products at le each to $10.00 each for 
Convention, Exposition, Home, Office, 

Imprinted with Sales Message for 
Gifts—or—Plain, for Premiums. 


Firm 
ee State 


Buyer's Name 


M. E. Moss & Sa! Hartford 7, Conn. 





ideas 


RCA VICTOR 


for promotions 
and premiums 


Want to coax a car to give 
its own Sales pitch? 


e@eeoooaeaeeonooe cocoon oeeeo eo eooee@ 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


If it’s your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
2OCkES to the moon ; 
TRibe as a premium: 


tT™Ks® 
‘S wasrirs veer 


Radio Corporation of America, RCA Victor Division 
New York Hollywood 


Chicago 


RCA Victor Custom Record Sales, Dept. R-60 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 


and descriptive “idea” folder on the ef- 
fective use of records as: 


(] premiums 
NAME 

TITLE 

FIRM 


© promotions 





ADDRESS___ 
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Information Available 


The items mentioned in this re- 
port on exhibits at the Premium 
Buyers Exposition are described 
more completely in literature avail- 
able from the manufacturers. This 
literature is available through AR's 
Readers’ Service department. If 
you desire copies, circle the num- 
bers below on the Readers’ Service 
card near the back cover of this 
issue. 


601 ...Roundelay musical 
ret carousel, 
Scale models of products 
made by The Product 
Miniature Co. 
Spotswood catalog of pre- 
miums with child appeal. 
. Lyre lamp with Fiberglas 
shade. 
. Willard outdoor barbecue 
grill 
. . The Jon-E’ Hand Warmer. 
. The story of Wm. C. Pop- 
per comic books told in 
book form. 
. . Burgess Cellulose sponges. 
. Chatham Des-Caddy 
. Materials for simplified 
painting made by Palmer 
Paint Co. 


ciga- 


602... 


603... 


ported that comic books are rising 
steadily in acceptance by leading 
companies as sales-stimulating pre- 
miums. 

The Burgess Cellulose Co. (Free- 
port, Ill.) was on hand with sponges 
in an assortment of colors. These 
sponges, made of cellulose, are said 
to be 32.6% more absorbent than 
natural sponges. Burgess spokes- 
men said that their products have 
achieved premium acceptance among 
manufacturers catering to the house- 
wife. 


> The new Chatham “Des-Caddy,” 
a multi-use device for home and 
office, was shown by the Chatham 
Mfg. Co. (New York). The plastic 
desk top item includes a supply of 
note paper, a roll of adhesive tape, 
a deep well for paper clips, a catch- 
all drawer and a perpetual calendar. 
The accessory measures 6” x 4” x 
334” and comes in a variety of 
colors. 

Growing interest in painting as a 
hobby was reflected by the attention 
given the display of Palmer Paint 
Co. (Oak Park, Mich.). The com- 
pany showed a number of painting 
sets and a series of “prepared” can- 
vases which the beginner can readily 
turn into completed paintings by 
merely matching numbered paints 
with corresponding numbers on the 
canvases. 44 


Special Record Sells 


Chemical for Monsanto 


Monsanto Chemical Co. (St. Louis) 
advertising has taken an unusual 
musical turn with the distribution 
of a recording of two specially com- 
posed pieces which combine chemis- 
try and music, entertainment and 
information. 

A 10-inch 78rpm record, in a 
colorful jacket, has been sent to a 
list of customers and prospects for 
the products of Monsanto’s organic 
chemicals division. The “hook” in 
the unusual mailing is ortho nitro 
biphenyl—ONB—a chemical which 
is used, among other things, as a 
flow aid in the manufacture of 
unbreakable plastic phonograph rec- 
ords. 

The Monsanto record contains two 
special numbers composed by Russ 
David, musical director of KSD and 
KSD-TV (St. Louis). Mr. David, 
a Decca recording artist, is featured 
at the piano with rhythm accom- 
paniment in the “ONB Samba” and 
“Monsanto March.” 

The three-color record jacket— 
similar to those used for commercial 
LP recordings—gives information 
about Monsanto’s ONB, other plas- 
ticizers, the record and the com- 
poser. About the “ONB Samba’’ it 
says: “Monsanto Chemical Co. 
makes a chemical that goes into 
records so a tune was composed 
about the chemical. This record con- 
tains the chemical.” 44 


Gy 


Wi 


“That premium salesman has been try- 
ing to see you all morning. . . wants to 
show you his line of balloons!” 
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Having Mailing List Problems? 


Three-Way 


Cleaning 


Brings 


Lindbers Lists 
Up-To-Date 


By Quinten Kenny 
Advertising Manager 
Lindberg Engineering Co. 
Chicago 


A direct mail list can be the most 
valuable asset of any advertising or 
sales promotion department—if it is 
up-to-date. 

Some months ago, we began lay- 
ing plans for an expanded direct 
mail program. We had a list of about 
13,000 names representing a good 
cross section of people interested in 
industrial heating equipment. 

The list, however, had been built 
up over more than a decade from 
requests for literature. We had at- 
tempted to keep it “clean” by using 
the standard method of requesting 
the post office people to notify us of 
wrong addresses. 


> Asimple check on a representative 
sample of names from the list re- 
vealed that this method is far from 
reliable. While some post offices re- 
ligiously follow instructions and no- 
tify you of changes on Form 3547 or 
by returning undeliverable pieces 
marked “Return Postage Guaran- 
teed,” there are many who pay no 
attention to such instructions. 
Before we instituted an expanded 
direct mail operation we wanted to 
get just as accurate a list as possible. 
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We decided a three-way approach 
was in order: 


1. Have our field organization check 
the existing list against records and 
personal knowledge of customers 
and prospects. 


2. Have all department heads check 
returns from the field organization. 


3. Make a special mailing to re- 
quest changes from those still on the 
list after the first two checks. 

The results were shocking! We 
were prepared to expect many 
changes, but not the nearly 2,500 we 
made. 


> The first step was to run off the 
names on our list on color coded 
cards. These were sent to district 
managers who checked them with 
their sales force, records, local di- 
rectories and other means and then 
returned them to Chicago. 

We wanted to make sure that our 
field force took this task seriously, 
so we made a special effort to ex- 
plain to them that the move was in 
their own best interests. 


This first step eliminated 1,500 
names from the old list. Many mis- 
spellings were corrected, addresses 
corrected, non-prospects eliminated 
and unnecessary’ duplications 
dropped. In addition, salesmen had 
an opportunity to add the names of 


customers and prospects not on the 
list. 


DIRECT ADVERTISING 





There was a very important “by- 
product” to this first step. It stimu- 
lated salesmen into cleaning their 
own lists and checking on prospects 
they may have forgotten. 


> The second step—a check by de- 
partment heads—eliminated addi- 
tional duplications and gave them 
an opportunity to review lists for 
a better understanding of how much 
they could expect from direct mail 
promoting their own departments. 

We originally thought that the 
first two checks might be all that 
was required, but the 1,500 changes 
suggested that a further check— di- 
rectly with the people on the list— 
might be helpful. 

This brought up the question of 
how to best make the check. The 
usual method, we knew, was to en- 
close a return card with one of our 
direct mail pieces or a copy of Heat 
Treating Hints, our external house 
organ which is sent to our entire di- 
rect mail list six times each year. 
We were afraid, however, that such 
a card would be easily overlooked 
or forgotten. 


> We decided, instead, to make a 
special mailing to the list. The re- 
turns—approximately 30°—are evi- 
dence that our thinking was correct. 

The format of the special mailing 
prepared by our advertising agency, 
Saunders, Shrout & Associates (Chi- 
cago), probably had a lot to do with 


55 








the amazing returns. We used an 
oversized double postcard in two 
colors—red and black. Printed on 
white bristol stock, it folded to 5” 
x 7”. On the outside was this teaser: 


Eo 
Li 


SIGNAL froma Lady 


in distress I! 


The message inside was personal- 
ized in the form of a letter from 
Irene Small, Lindberg’s mailing 
specialist. It was printed in type- 
writer type and carried the printed 
signature of Miss Small. Copy read: 

It is my job to see that your name, 
among hundreds of others on Ad- 
dressograph plates, are kept in apple 
pie order. 

It is important that the Lindberg 
Lists contain up-to-date addresses 
and zone numbers. This will insure 
your receiving “ Heat Treating 
Hints” and other Lindberg techni- 
cal bulletins promptly. 

The back of this card contains a 
few questions which will help sim- 
plify my job, and at the same time 
make it easier to send material to 
you. Will you please check off the 
answers and drop the self-addressed 
and stamped postcard in the mailbox 
for me. 

Thank You. 


Alongside the message was the 
cartoon by Sid Hix which appears 
at the beginning of this article. It 
was printed in black on a red tint 
block which covered a little more 
than half of the card. This helped 


to set off the message. 


>» On the back of the business reply 
card, which was addressed to Miss 
Small, were only boxes to check 
whether or not the name and ad- 
dress were correct, space for filling 
in any changes in name, title, com- 
pany and address and a PS. asking 
for the person’s first name. 

We sent out 12,900 of these cards 
to the list as corrected by our field 
force and department heads. In the 
return mails we got back 3,965 
cards—321 removals, 1,549 address 
changes and 2,095 with no changes 
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requesting to be retained on the 
mailing list. 

Of course, there may still be some 
dead wood in the 70% not returning 
cards, but with the three-way check 
Lindberg now has a list that is set 
to really do a job with the expanded 
direct mail program. 44 


Describe Combination 
Addresser-Imprinter 


Advantages of a combination Ad- 
dressograph-Multigraph, which ad- 
dresses and adds dealer imprints at 
the same time, are described in a 
folder issued by Addressograph- 
Multigraph Corp. (Cleveland). 

The combination machine, desig- 
nated Class 3400-400, can handle 
forms from 3” to 17” in width, from 
5” to 17” in length, as thin as one 
sheet of 20-pound bond paper or as 
bulky as a 32-page brochure. The 
machine operates at 5,400 impres- 
sions per hour when using an auto- 
matic selector, or 7,500 impressions 
without it. 


For your copy circle No. 634 on the 
Readers Service Card inside back cover 


List Sports Booklets 
Available to Dealers 


A brochure describing imprinted 
football and baseball schedule book- 
lets available to advertisers is dis- 
tributed by Premo Sport Publica- 
tions (New York). Seven different 
types of booklets and folders are 
listed. 

The schedules range in size from 
a 44-page booklet which contains 
the complete season’s schedules of 
both major league and minor league 
teams and also data about players 
and historical ancedotes to a small, 
four-page folder which gives the 
schedule for local teams only. 

Premo also furnishes post cards 
and window streamers to announce 
the dealer’s offer of the free sched- 
ule booklets. 


For your copy circle No. 635 on the 
Reader's Service Card inside back cover 


Flexibility Featured 
In Mohawk Portfolio 


A retail promotion portfolio which 
permits flexibility in design of local 
ads has been distributed to its deal- 
ers by Mohawk Carpet Mills, Inc. 
(Amsterdam, N. Y.). 

In addition to radio spot announce- 
ments, suggestions for department 
displays and Mohawk identity signs, 


the portfolio offers a mat service. The 
innovations in the company’s 1953 
mat service embrace the principles of 
flexibility of use, interchangeability 
of mats within mats to meet specific 
inventory requirements and com- 
plete coverage of all grades and most 
patterns in the Mohawk line. Dealers 
who have seen these kits report that 
this degree of flexibility has never 
been approached in previous services 
offered to them without the deterrent 
feature of at least some production 
cost. 

A fabric selling kit has been pre- 
pared for every fabric in the Mohawk 
running line. However, dealers will 
be given only those kits that pertain 
to the fabrics they program. Each 
kit will contain a mat sheet which 
illustrates four newspaper mats 
varying from full page to %4 page 
size. As an added feature, dealers 
will have a choice of appeals in the 
type of ad they run in that the mats 
show floor covering in either pro- 
motional settings or in luxurious 
room settings. Each of the larger 
mats will contain up to three fabric 
illustrations and two small size room 
setting drop-in mats in the body of 
the ad. The small illustrations of 
fabrics or room settings may be al- 
tered by the dealer to meet his spe- 
cific requirements. All that is neces- 
sary is for the dealer to make a sub- 
stitute selection from the master 
cover which contains a gallery of 29 
mat substitutions. In this way, the 
dealer is actually preparing his own 
ad for the fabrics he programs. How- 
ever, the true benefit to the dealer 
with this service is the fact that re- 
gardless of the number of substitu- 
tions made, the dealer is not penal- 
ized by production costs. Additional 
kits will be held at all Mohawk dis- 
tributing points and are available to 
dealers upon request, free of charge. 

44 


Kit With Flexibility . . . This retai! pro- 
motion portfolio just produced by Mohawk 
Carpet Mills features ads with interchange- 
able units. 
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Movie By Mail .. . Five Star Productions uses an actual film clip from a 35mm color film 
fastened to the corner of its business letterheads. The attention-getting device also has been 
used successfully by Five Star on its business cards and on a direct mail piece. 


Five Star Productions Clips Actual Movie 
Film Strip to Letterheads, Business Cards 


A letter from Five Star Produc- 
tions, Hollywood audio visual aids 
producers, is almost like going to a 
movie. In the upper lefthand cor- 
ner of the firm’s letterhead is an 
actual clip from a 35mm color film. 

The same technique has been used 
with success for Five Star’s business 
cards and in a mailing piece. In each 
case, the film clip is held in place by 
inserting the four corners through 
diecut diagonal slits. 

The film clips are actual scenes 
from 35mm color theater advertis- 
ing films produced by the company. 
Many times the clips are obtained 
by cutting up excess footage, but, in 
other special printing is 
made. 
> Five Star Productions has been 
using this attention-getting device 
since the firm was organized in 1939. 
Harry Wayne McMahan, president 
of the company, reports that “the 
cost of the letterhead is about seven 
cents apiece .. . but we consider it 
very worth while. Our cards and let- 
terheads never fail to get attention 
when they are presented at any office 
or received in the mail.” 

The same technique has been used 
for a direct mail piece. In this case, 
the film clips told a complete story. 
A series of five color clips were in- 
serted between two sheets of heavy 
black paper. The front sheet, which 
carried silver printing listing the 


cases, a 


firm’s services, was die cut to form 
five windows for the pictures. The 
clips were attached by adhesive tape 
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to the back sheet, which had match- 
ing die cut windows to permit light 
to pass through the film. The two 
sheets were then cemented together. 

While the initial cost of these 
pieces is higher than most similar 
items, they provide a full color effect 
for far less than a process printed 
job. 

The letterheads and business cards 
are offset printed in three colors. 44 


Manual Shows Effective 
Technical Instructions 


An excellent example of how to 
prepare technical material for inex- 
perienced, non-technical men _ is 
demonstrated in Price Brothers 
Co.’s (Dayton) new pipe-laying in- 
truction booklet, Concrete Pressure 
Pipe Laying Instructions. 

The booklet aims straight at 
pipe-laying crews instead of project 
engineers. Workman’s language ex- 
plains each step and with each 
operational explanation is a “how- 
to” photograph. Simple line drawings 
show equipment and further clarify 
procedure. A maximum of four short. 
to-the-point paragraphs cover each 
step. 

Yeck & Yeck, Dayton sales pro- 
motion and advertising counsel. 
teamed with Price Brothers engi- 
neers to develop the effective in- 
struction manual. Copies of the 16- 
page booklet may be obtained from 
Price Brothers Co., Pressure Pipe 
Division, Dayton 1, O. 44 





Every Story Has a Moral 





. . even when it’s about 


GARDEN CITY 


ENVELOPES 


Here is a copy of a letter we didn't 

receive, from a grateful though non- 
existent customer in Warm Mattress, 
Arkansas (located just above Hot 

Springs); 





Sirs: 


Since using your envelopes, 
our direct-mailings have 
more punch. A recent mail- 
ing, without envelopes, to 
illiterates in West Over- 
shoes County, drew an abso- 
lute blank. 


Later, we made the same 
mailing, using your envel- 
opes, to a selected list of 
car owners, offering a4 Free 
set of new Whitewalls. We 
were swamped by the re- 
sponse. 


We're strong boosters 

for Garden City 

Envelopes from 
now on. 






Virtually, 
(Name Omitted) 


THE MORAL? 


(Of course there’s a moral). Simply 
this; direct your mailing to the 


right audience . . . have something 
of interest to tell them .. . and 
always USE GARDEN CITY 
ENVELOPES! Pericd! 

WANT PROOF? We’ve got it! Want 
ideas? We’ve got ’em! Want service 
that’s slightly terrific? That’s us! 
Give us a ring. Call any of the 
gang—but, do it now! COrnelia 
7-3600. 


SPECIALISTS IN ENVELOPES 


AND OUTSTANDING SERVICE 





e MERCHANDISE 

e AIR MAIL 

e CATALOG STYLE 

e POSTAGE SAVER 

¢ PACKING LIST 

e OFFICE SYSTEMS 

e BANK STYLES 

e EVERY OTHER STYLE 


PHONE OR WRITE 


AROEN Ciry Envetore Co. 


3001 North Rockwell Street 
Chicago 18, Illinois 





GOOD 
IMPRESSIONS 


That's the basic principle of our shop. Every job must 
make a good impression ... by being done right and 
fast! Our plant is complete, self-contained with the 


most modern equipment for— 


/PHOTO-ENGRAVING 


Line or benday, combination or 
color plates. If it's for newsprint 


we're geared for daily paper pro-, 


duction and especially skilled in 
color work. Serving many national chain store groups. 
Can we serve you? 


= MAT MAKING 


wh: Fast service on ten or a thousand 
“a! 


stores or dealer accounts. Save time! Save money! 


Shopping News Press 


5309 Hamilton ave. Cleveland (4, Ohio 
HEnderson (-4444 Teletype CV¥-25 


mats. You furnish plates or we'll 
make cuts from your art copy, and 
mat. We'll package and ship your 


$45 


-— Gadgets are those hard 
hitting attention getters which 


keep your letters out of the waste 
basket. Waste Basket letters don’t 
pay—they cost. The bigger the 
buyer, the more mail he gets. 
The more mail he gets the faster 
the letters go in the waste bas- 
ket, but the gadget letters stay 
on the desk. I have in stock over 
3 million Gadgets of 1,000 dif 
ferent kinds to illustrate any 
kind of an idea. Send $1.00 for 
catalog and kit of 50 different 


samples. 


A. MITCHELL 


111 W. Jackson Bivd. 
Room 830 Chicago 4, Ill. 





Imaginative Mailing . . . Carter Advertising piqued prospects into reading agency's pro- 
motion booklet with this teaser campaign. First oak frame with one cartoon was sent. Car- 
toons for frame's empty spaces followed and finally, ‘‘to complete the picture,’ the booklet 


arrived. 


Carter Advertising Uses Mystery Cartoons 
To Tease Prospects into Reading Booklet 


The ideal teaser compaign theo- 
retically piques the curiosity of the 
receiver to the extent that he reads 
the final message as avidly as a let- 
ter from his rich uncle’s lawyer. 
Countless tricks, devices and gim- 
micks have been tried but probably 
none have been more effective than 
the campaign conducted by Carter 
Advertising Agency (Kansas City, 
Mo.) preceding distribution of its 
new brochure. 

The teaser campaign to stimulate 
a more enthusiastic reception for a 
brochure describing the agency’s 


| services was directed to new busi- 


ness prospects, present clients, pub- 
lishers, media _ representatives, 


| schools, business organizations and 
' civic leaders. 


It opened with the 
appearance of an attractive young 
woman messenger who presented 
each prospect with a mysterious box. 

Inside the box was a rectangular, 
solid oak picture frame in which 
openings for three pictures were cut. 
In the first slot was a cartoon depict- 
ing a small boy riding a lawn mower 
pulled by a dog. The brightly colored, 


| imaginative drawing was captioned 
| appropriately, 
| second and third slots were blank 
| except for question marks and the 


“Tmagination.” The 


copy, “Your second illustration, 


| February 13, 1953” and “Your third 


illustration, February 17, 1953.” A 


card enclosed with the frame read, 
“Imagination! The unique ability to 
transform simple facts into power- 
ful ideas .. . You will receive the 
second illustration in a few days.” 


> A second, smaller box delivered 
two days later concealed a cartoon 
picturing the same small boy show- 
ing off in front of two little girls his 
ability to ride a bicycle with “no 
hands.” The caption was “Experi- 
ence” and the accompanying card 
said, “The successful application of 
knowledge, skill and _ technique 
gained through the years...” and 
mentioned that the third illustration 
would be delivered in a few days. 
Thus far there had been no men- 
tion of a company name or sales 
pitch with the two boxes. The curi- 
osity of the recipients increased with 
each new delivery. Executives, re- 
ceptionists and secretaries followed 
the young lady messenger out of 
the office to question her about the 
identity of the sender. Several sec- 
retaries complained that they would 
be fired if they didn’t learn the 
answer. But the messenger merely 
replied with a Mona Lisa smile. 
The last cartoon, entitled “Serv- 
ice,” showed the now familiar small 
boy carrying school books for his 
girl friend. The card described 
service as “The enthusiastic use of 
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ability and organization to obtain 
desired results .. .”” Additional copy 
told the recipient “The Picture Still 


Buckley-Dement Compiles | ARE YOU PUTTING 
Mailing List Materials | 


Isn’t Complete! On your desk to- 
morrow—the whole story!” On the 
following day the prospect received 
the brochure. 

> The brochure itself is an attrac- 
tive, plastic bound booklet, entitled 
Creative Advertising Creates Sales. 
It is well designed with many ex- 
cellent photographs and covers ef- 
fectively the many services, client 
lists, personnel and special services 
offered by Carter. 

The agency was highly pleased 
with the tremendous interest re- 
ported on the teaser campaign and 
felt that the brochure would receive 
as a result a more thorough reading 
by all its prospects and clients. Much 
of the success of the campaign, Car- 
ter attributed to the appealing car- 
toon drawings executed by Bill 
Tara, Los Angeles artist. 44 


Brownie Introduces 
Viewer for Mailings 


The old penny arcade peep show 
has been applied to direct mail with 
a new development by Brownie Mfg. 
Co. (New York). Called the Pop-Up 
Flat Viewer, the piece mails flat, but 
when opened exposes a viewer with 
a precision lens and a film of Koda- 
chrome transparencies. 

Several different transparencies 
can be included in the viewer, which 
has a picture disc. Combined with a 
folder, the viewer can tell the full 
story of a product or group of prod- 
ucts. The recipient just “peeks” 
through the lens and turns the disc. 

Additional details are available 
from the firm. 


For your copy rcle No. 636 on the 
5 oe - 


1 inside back 


Mailing Lists Cataloged 


Over 1,000 mailing lists, ranging 
from 75 tobacco and cigar chain 
headquarters, 375 amusement parks 
and 1,500 convents to 500,000 oppor- 
tunity seekers, 1,000,000 children 
who wrote to Santa Claus and 
12,000,000 housewives, are listed in 
a handy reference guide published 
by Dunhill International List Co. 
(New York). Prices range form $14 
to $30 per thousand names and ad- 
dresses. The lists are furnished on 
sheets, gummed labels, customers’ 
envelopes or 3” x 5” file cards. Dun- 
hill guarantees lists 95° accurate. 

The 20-page three-color booklet 
has an unusual die-cut format which 
simulates a larger book. 


For your copy circle No. 637 on the 
Reader's Service Card inside back cover 


June, 1953 


A comprehensive reference kit of 
direct mail materials and data has 
been compiled by Buckley-Dement 
Advertising Corp. (Chicago) and 
clipped neatly into a three=punch 
cardboard folder. 

A major portion of the material is 
devoted to a breakdown of list clas- 
sifications into specific groups such 
as: Consumers, retail outlets, whole- 
sale outlets and supply houses, man- 
ufacturers and processors, profes- 
sions, contractors and engineers, and 
special agencies, lodges, publica- 
tions and school groups. Prospective 
list buyers are saved time by this 
breakdown by not having to peruse 
lists of no interest to them. 

Each of the categories is repre- 
sented in the portfolio by a separate 
data sheet containing a _ further 
breakdown of available lists. Prices 
are given for each category. Each 
classification sheet is in a different 
color to be easily distinguishable. 

Advertisers also will find other 
valuable materials such as a list of 
towns in the United States of over 
10,000 population, a list of towns of 
over 25,000 population where street 
addresses are necessary, a state rec- 
ord sheet, and an outline map of 
the United States showimg the prin- 
cipal cities. On the inside back cover 
of the reference kit are listed in de- 
tail the many services offered by 
Buckley-Dement. 


For your copy circle No. 638 on the 
Reader's Service Card inside back cover 


Reproduce Parade Covers 


Parade has published a colorful 
new promotion booklet reproducing 
and discussing the effects of the 
magazine’s 52 covers used during 
1952. Entitled, Cover Girls, Boys, 
Dogs, Birds, Et Cetera, the booklet 
covers Parade’s approach in choosing 
cover photographs. In reader surveys 
taken by the Sunday picture maga- 
zine, it was shown that cover impact 
substantially accounted for the 69% 
“noted” and 49°, “read most arti- 
cles” figures. 


Out of Print 

In our article, ‘‘How to Build a 
Mailing List’’ (AR, April, page 79), 
it was suggested that a good 
source book was Dartnell Corp.'s 
Directory of Mailing List Sources. 
Unfortunately, this book is now out 
of print and Dartnell is not plan- 
ning to reprint it. 


SALESMANSHIP 
ON YOUR ENVELOPES? 


The face and back of your 
envelope is valuable 
selling space. Let us 
show you how to use 
this space at low 
cost to make 
more sales... 
phone 
NEvada 8-1200 


500 N. Sacramento Bivd., Chicago 12, Ill. 


GAW-U HARA 


MAKES ENVELOPES 
FOR EVERY NEED 


PRICE oe oe ee 
QUALITY 


“Just ask | 
for Marie” 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


PLANOGRAPHING 
* Multigraphing * Addressograph 
* Mimeographing * Addressing 


The Letter Shop 


431 S. Dearborn St. Chicago, III. 
Phone WAbash 2-8655 


—-1001-— 
MAILING LISTS 


Z (Zoologists, Zinc). Many lists seldom available. Please 
specify needs. 


FREE-—-Send for sample copy of current issue 
“Lists & Listings” 


the monthly newsletter of list know-how and data. 
Write today to Walter Drey, Editor. 


WALTER DREY, Inc. 


257 Fourth Ave., New York 10, N. Y 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 
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WEL 
Malan 


lor hetter press performance 


Every step of the way, from the time they arrive, moisture-proof 
wrapped, until the finished job is ready for delivery to a satisfied 


customer, Hamilton Papers will give you trouble-free, profitable 
performance. They are pre-conditioned to print well. 


2K HAMILTON BUSINESS PAPERS * HAMILTON TEXT & COVER PAPERS 


HAMILTON BOND 
HAMILTON BOND SCRIPT 
HAMILTON LEDGER HAMILTON LOUVAIN 
ATE SRS : ; HAMILTON FINE LINE 
HAMILTON DUPLICATOR Now Available! 
OLD TREATY BOND (rag content) The new Hamilton Bond HAMILTON SHEFFIELD 
Letterhead Style Book. 

HAMILTON GAINSBOROUGH 
MONTGOMERY BOND ibid aids G 
MONTGOMERY LEDGER HAMILTON WEYCROFT 
MONTGOMERY MIMEO 


HAMILTON ANDORRA 
HAMILTON VICTORIAN 


HAMILTON KILMORY 


HAMILTON OFFSET e HAMILTON OPAQUE * HAMILTON VELLUM 


artks 
W. C. HAMILTON & SONS, MIQUON, PA. 


Offices in New York, Chicago, Los Angeles Fon go 
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Colored Paper 


Solves a 


Publisher’s Problem 


Eleven different colors of paper 
helped perform a dual selling job 
for the 1954 Market Data & Directory 
Number of Industrial Marketing. 
Individually they gave extra punch 
to an 1l-piece direct mail campaign. 
Combined in a salesman’s portfolio, 
they helped underscore 11 key sell- 
ing points. 

To promote the 1953 issue of the 
annual directory a year ago, a 32- 
page booklet carried the sales story 
to the advertising prospect list. It 
was an effective tool, but it failed in 
some important aspects: 


e As a “single shot” campaign, it 
had only one opportunity to sell. If 
not given an immediate reading, it 
often was relegated to the “round 
file” or some other place where its 
effectiveness was lost. 


¢ Its 32 pages were a heavy dose 
for a prospect to take in one sitting. 
e Frequently there was a long in- 
terval between the time the booklet 
was received and the follow-up call 
by a space salesman. 

In spite of these failings, however, 
the booklet had at least one im- 
portant advantage over the usual 
direct mail campaign—it provided a 
salesman’s portfolio without any 
added expense. 


> When time came for promotion 
of the 1954 issue, it was decided that 
there was a method by which the 
advantages of the 1953 booklet could 
be retained and the disadvantages 
overcome. Colored paper helped pro- 
vide the answer. 

Actually, the formats of both the 
direct mail campaign and the 46- 
page salesman’s portfolio were quite 
simple. To lay the foundation for the 
campaign, Gorden D. Lewis, In- 
dustrial Marketing sales and service 
manager, divided the issue’s selling 
points into 11 categories. Then a 
four-page folder was prepared for 
each of the categories. 

Each of these folders was offset 


No Duplicates .. . Eleven different colors 
of paper gave extra selling punch to this 
11-piece direct mail promotion for the 1954 
Market Data & Directory issue of Industrial 
Marketing. 


printed on a different color of stock 
and folded to 84%” x 11”. One of the 
biggest production problems was 
getting 11 different colors of stock 
of the same quality. To give the 
campaign pieces a better chance to 
do a strong selling job it was decided 
that a 70-pound premium quality 
offset stock should be used. How- 
ever, preferred stocks all seemed to 
come in less than 11 colors. 

This problem was overcome by 
selecting similar paper made by two 
different manufacturers. While the 
sequence ran white, green, golden- 
rod, blue, green, buff, yellow, buff, 
pink, blue, pink, no two colors were 
exactly alike. Repeated colors were 
considerably different in shade. 

To give continuity to the cam- 
paign, each of the pieces, except the 
first, carried this theme illustration: 

In addition to this identifier, the 
cover of each folder established, in a 
limited number of words set in bold 
type, one of the 11 categories of 
selling points. Each folder also car- 
ried a number to identify its position 
in the sequence of mailing. All print- 
ing was in black ink. 
> From this point on there was little 
similarity in the folders. Each folder 
had a different art treatment. In all 
cases copy was sent to the printer, 
North American Litho Inc. (Chi- 
cago), in page form with all screen 
work prepared in the form of velox 
prints or using Zip-A-Tone. It was 
all ready for same-size line shots. 

Most of the copy was built around 
testimonials, although other styles 
were used in some of the folders. 
The most completely different folders 
were the first and last. Folder num- 
ber one set the pace for the cam- 
paign, giving basic details of the 
publication. Folder number eleven 
contained a hard-hitting “do it now” 
sales message. 

With each of the folders went an 
812” x11” sheet giving a complete 
summary of the publication, mechan- 
ical requirements, rates, etc. It also 
contained a space reservation form. 
This piece was offset printed on both 
sides of the sheet of pink stock— 
actually a third shade of pink. The 
stock was of a different weight and 
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GREAT EATING 
“RITZ'‘n Tomato soup 


"Aething leaks a2 good ash but RITZ. 


° . . 
First Choice Again! 
Falpaco Coated Blanks were once again the first 
choice of Edwards & Deutsch Lithographing 
Company of Chicago when they wanted the very 
best Coated Blanks to print this attractive 10 
yr car card for National Biscuit Company. 


Realizing that perfect plates, top-notch artwork 
and masterful lithography alone cannot assure the 
finest reproduction and maximum appetizing ap- 
peal, they achieved final perfection by specifying 
4 ply Falpaco, special coated one side for offset. 


Ask your paper merchant for sample and prices 


FALULAH 


PAPER 


COMPANY 


New York Office —500 Fifth Ave., N. Y. 36 
Mills: Fitchburg, Mass. 


Insertions Combine 
To Earn Advertising 


Frequency Discounts 


* Advertising Requirements 
* Advertising Age 
* Industrial Marketing 


Advertisers using any 
combination of these 
publications issued by 
Advertising Publica- 
tions, Inc., may com- 
bine total number of 
insertions to earn best 
frequency discount for 
each, minimum rate- 
holder regulations 


applying. 


Advertising Publications Inc. 
200 E. Illinois St. 
Chicago 11, Ill. 


quality than that used for the folders. 


> The mailings, handled by The Let- 
ter Shop (Chicago), went to 3,000 
prospects on a twice-a-week sched- 
ule. They were folded for mailing in 
regular business envelopes. 

For added punch, two “pace 
changers” were inserted into the 
mailing schedule. Early in the cam- 
paign a broadside self-mailer on blue 
coated stock was sent to the list. 
It contained a reprint of an ad ap- 
pearing in Advertising Age. The 
piece, letterpress printed in black 
ink, folded to 742” x 542 

Just after folder number eleven 
hit the mails, a stock leiter, printed 
on regular business stationery, went 
to the entire list. It summarized 
the campaign and urged immediate 
action. 


> While the direct mail effort was 
complete at this time, there were 
still two other phases of the cam- 
paign. The major one was the prep- 
aration of salesmen’s portfolios. This 
was a very simple job. 

Full sets of the eleven folders and 
the data sheet were assembled and 
clear acetate covers added. These 
were then bound with plastic bind- 
ing, and the salesman had a strong 
selling piece organized by key sales 
points. The variety of colors gave it 
plenty of attention value and natural 
indexing. 

Covers for the portfolio and 
complete sets were no special prob- 
lem since the cover of folder number 
one was designed to work equally 
well for both the folder, itself, and 
the complete presentation. 

In addition to the salesmen’s port- 
folios, extra sets of the folders were 
plastic bound without the acetate 
covers for last minute mailing to 
those who were overlooked in the 
original direct mail campaign. Sales- 
men were provided with quantities 
of both the individual folders and 
bound sets so they could give each 
prospect exactly what they felt was 
required in each specific case. 44 


Millers Falls Develops 
Easily Erasable Papers 


A new line of easily erasable bond 
and onion skin papers has been in- 
troduced by Millers Falls Paper Co. 
(Millers Falls, Mass.). The papers 
are described with listings of sizes 
and weights available, including 
samples of each stock, in a new book- 
let, Millers Falls Ezerase. 


Typewritten copy can be erased 
easily with an ordinary pencil eraser 


Best of the Year... A pane! of artists 
and typographers selected 15 letterheads as 
representative of the best lithographed letter- 
heads of the year for Gilbert Paper Co. 
(Menasha, Wis.). Samples of the prizewinners 
have been collected in this spiral bound 
booklet by the company. They include letter- 
heads used by a wide range of companies 
such as an investment house, a newspaper, 
a dog breeding club, a citrus fruit juice ex- 
change house. The booklet also contains a 
handy 10-point checklist for determining 
good letterhead designs. 


For your copy circle No. 640 on the 
Reader's Service Card inside back cover 


leaving no smudges on the new pat- 
ented papers. The papers are avail- 
able in sizes ranging from standard 
cut sizes of 842” x 11” to large print- 
ing sizes of 34” x 28” and in a variety 
of weights. The papers are priced 
about the same as regular good qual- 
ity bond. 

The Ezerase papers are available 
in white only with cockle finish. En- 
velopes can be ordered to match. 
Samples are included with the book- 
let for trial typing and erasing. 


For your copy circle No. 639 on the 
Readers Service Card inside back cover 


AAW Issues “Colossal” 
Announcement Letter 


From the West, where “colossal 
and “gigantic” sizes are ordinary oc- 
currences, comes a “colossal” direct 
mail piece announcing the opening 
date of the Advertising Assn. of the 
West’s convention to be held in San 
Francisco. 

Twenty-two inches long and 11” 
wide, the “form” letter in breezy, 
informal style, sells San Francisco 
and the 50th anniversary meeting of 
AAW, June 21-25. The outsize piece 
is a “blow-up” of an actual letter 
printed in blue ink. Three photo- 
graphs of San Francisco landmarks 
decorate the bottom of the page. 
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Simple Techniques Help 
Produce Unique Catalog . S ee. ; 
A unique and highly effective F din er) Want to 


“temporary catalog” has been pro- ‘ 
duced by the Los Angeles County —. so see more action 
Art Institute (Los Angeles). Printed 
by letterpress on a variety of col- ‘ Pa rcp D 
ored papers, the catalog is easily a 4 sales WISE : 
assembled and bound with a hand i 
stapler. 

The wrap-around cover is printed : ae ee 
oo hig - ag apni ag i " S. D. WARREN COMPANY’S 
a —— eo = eoldin 2 . t : ; June message in TIME (June 15) 
> a Se a ee ae and THE SATURDAY EVENING POST, 
814” x 84” self-mailer. z , 


(June 20). 
The first fold leaves a 2%” lip, TT te Ce ee 
under which the second fold tucks for 


xpaRD PRI 
ARREN'S STA a 
fers use ® 
; Leaders * rod Auman 
fit “ 


eee p) 
to improve F 


yelations 


mailing. A decorative rule, printed 
opposite the lip and just a fraction 
of an inch below the fold, provides 
a guide for hand stapling. 


> Five vari-colored pages are 
trimmed to leave 14” margins pro- 
truding below the preceding sheet— 
the largest page being the full 8142” x 
810”. The pages are easily jogged be- 
tween the folded lip and back cover 
for stapling. 

The colorful catalog, while simple 
in nature, gives the appearance of 
a highly professional production. All 
copy, which gives details of the 
school, faculty and classes, is printed 
in black ink in two 20 pica columns. 
The pages are chocolate, yellow, 
pink, green and orange. 44 


ex PRINTING 


Velva-Glo Offers Samples : a Soman men, eareneen 

Samples of various materials pro- 4 
duced using Velva-Glo fluorescent 
papers, cardboards, signcloths and 
colors are included in the Velva-Glo 
Kit of Extra-Bright Ideas, published oe se stor ecm a 
by Radiant Color Co. (Oakland, doit with 


gales? es . 
ly — 4 Good Printe 
Your Ally almost 
Success} ot 
wast cheat Wh € 


how! 
money Flere *s 


Calif.) The samples are contained F — 6 a 
in a file folder with a handy check- ’ si ae || Siteuacs | 
list of applications of fluorescent 

materials on the cover. 


For your copy circle No. 641 on the : te gTANDARI 
’ $ ST? 
Reader's Service Card inside back cover WARREN 
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RADIO & TV PRODUCTION 


Rear Screen Projection Solves 
Carlinge’s TV Problem 


By Maurine Christopher 


When Lang, Fisher & Stashower, 
representing the Brewing Corp. of 
America, assigned Pathescope to 
produce a series of television com- 
mercials for Carling’s Black Label 


beer, the order was marked rush. 


The sponsor needed the spots for 
use quickly on its sports schedule. 
Robert Rubin, Pathescope producer, 
immediately went to work on the 
filming of the series which was com- 
plicated by the fact that the video 
had to be made to conform to an 
already completed musical jingle 


sound track. 


The spots were intended to drive 


home these basic selling points: 


* Carling’s Black Label, “a premium 
beer at a popular price,” goes well 


in any setting. 


* Its “America’s fastest growing 


beer.” 


¢ The jumbo quarts contain five full 
glasses. 


* The product comes in a wide choice 
of packages—12 ounce returnable 
bottles, no-deposit, throw-away 
bottles, cans and party-size jumbo 
quarts. 

The spots were built around 
“Mabel,” the waitress character, who 
is a well-established feature of Carl- 
ing’s advertising. 


> The first requirement presented 
the biggest problem. The sound track 
suggested a wide variety of scenes 
—at the opera, in a neighborhood 
tavern, on the beach, in a maternity 
ward, driving along the highway, 
bear hunting in the forest, at a party 
at home. 

There was nothing wrong with 
that, of course, except it could run 
into a great deal of money and the 
advertiser—understandably enough 
—did not want to see the budget for 
the one-minute, 20-second and six- 


second spots reach program propor- 
tions. 

Shooting on location was ruled out 
by practical and cost considerations. 
Construction of sets for all the scenes 
required would likewise be an ex- 
pensive proposition. As a way out of 
the dilemma, Mr. Rubin suggested 
the use of Pathescope’s favorite tech- 
nique—rear-screen projection. 


> Mr. Rubin explained that rear 
screen projection—a trick the movies 
have used for years to handle dif- 
ficult scenes—would enable them to 
shift the scene of action as many 
times as required without going to 
the trouble and expense of moving 
the camera, lights and crew. 

There would be no necessity for 
constructing an elaborate opera set 
or shooting a day at the beach; draw- 
ings and still photographs of the 
scenes would form the action. Slides 
—generally 4” by 5”’—would be pro- 
jected on a 13’ by 18’ screen against 


Rear Screen in Use .. . The background 
effects in the three pictures at the right and 
the one at the top of the page were ob- 
tained through the use of rear screen pro- 
jection. In the top picture a projected draw- 
ing of the fashionable Sherry’s Lounge in 
New York supplements the limited table and 
chair props. At the right, three different ef- 
fects are achieved: An artist's compromise 
with realism to produce loaded store shelves 
which don't detract from the products in the 
foreground; a combination photo and draw- 
ing to form a home background with picture 
window; a cartoon treatment which sets the 
scene in a hurry. 
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This . . . This drawing was projected on 
the rear screen. 


which the actors would go through 
their paces. 

On this basis Pathescope estimated 
that the 16 Carling’s commercials— 
10 one-minute spots with six shorter 
ones more or less edited from them 
—could be produced within the 
limits of the sponsor’s budget. Thus 
assured, Lang, Fisher & Stashower 
gave its okay for the project. 
> Mr. Rubin and director Rogers 
Keene made a hurried trip from 
New York to Cleveland for consult- 
ation with the agency. There they 
spent a hectic two days, plotting the 
action to go along with the read, - 
made jingles Carling’s wanted the 
spots built around. They played them 
over and over: 

“When ane going to the opera 

with a date that’s cute, 

Then you find you've left the 

tickets 

in your other suit.... 

Oh-h-h 


All you gotta’ do is whistle 


June, 1953 
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Plus This . . . The single prop in the studio 
was the sports car shown above. In the 
background is the rear screen upon which 
the illustration at the top of the page was 
projected. 


For Carling’s Black Label beer 

(Hey Mabel) 

Everybody likes to whistle 

For Carling’s Black Label beer 

Black Label.” 

The agency agreed that Mabel, 
who along with the whistling refrain 
turned up in most of the spots, 
should be cast, as the shooting script 
put it, as “blonde, etc.” The “etc.” 
later was interpreted to mean poised, 
pleasant and pulchritudinous—but 
not a blatant beauty of the sort to 
detract from the pitch being made 
for the product. 


> Messrs. Rubin and Keene wrote 


Equals This . . . This combination of the 
studio prop plus the rear screen drawing is 
what TV viewers saw on their sets. One of a 
series of TV spots using rear screen projec- 
tion, it was produced in a hurry on a limited 
budget and helped solve a problem not 
uncommon to advertisers using filmed s; 
on television 





Advantages of Rear Screen Projection 


Pathescope'’s Robert Rubin summarizes 
the case for rear-screen projected back- 
grounds in TV commercials: 

1.. Speed. There are no lengthy de- 
lays to move lights, camera and other 
equipment from Set A to Set B. A set is 
changed by putting a different slide in 
the projector. 

2. Economy. Eliminates the necessity 
for constructing sets 
shooting 

3. Flexibility. The creative mind can 
have full sweep in the number and va- 
riety of scenes and the art forms used to 
convey them. 

4. Special effects unlimited. A 
moving background can make an auto- 
mobile look as if it is traveling at any 
desired speed—from six to 160 miles an 
hour. People can walk right through a 
scene or turn into a silhouette. The spon- 
sors product can suddenly appear from 
nowhere as the housewife thinks of it. 


and on-location 


six story sequences and three general 
sell approaches, each of which could 
be adapted for shorter versions. At 
the end of two days, with the script 
approved, the wheels of production 
started to roll in New York. 

Six artists went to work on the 
backgrounds, many of which were 
to be stylized drawings merely sug- 
gesting the setting. This form of art 
work was chosen for the opera, hos- 
pital, park and forest scenes. 

Pathescope frequently recom- 
mends the use of stylized art as a 
means of giving an added impact of 
reality to the people and the product 
in commercials. The idea being that 
if the setting is merely suggestive, ~ 
the reality of the people and what- 
ever they are selling will be greatly 
magnified by contrast. 


> In other scenes—such as those in 
the tavern—the art was a compro- 
mise between realism and styliza- 
tion. These backgrounds were clearly 
supposed to: look real but they had 
a slightly unreal feeling mainly be- 
cause they were less cluttered than 
the real thing, again having been 
adapted to call attention to the prod- 
uct and its story. 

The third art form employed was 
still photography, which was com- 
bined in one scene with a semi- 
stylized drawing as a background 
for a Carling’s party in a New York 
apartment. The photo was of the 
Manhattan™skyline seen through ® 
picture window in the apartment. 

While the artists were at work, 
the producer, director and assistant 
director were lining up crews, cast- 
ing 40 actors and collecting props and 
costumes. Everything was speeded 
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5. Variety. After the 1,000th com- 
mercial all bathrooms, living rooms or 
bedrooms tend to take on a monotonous 
sameness regardless of how much money 
is spent to alter sets. If drawings, rea- 
listic, semi-realistic and stylized are used, 
even these every-day settings can be 
made to look different. 

6. Impact. The background can be 
scientifically doctored to focus immediate 
attention on the advertiser's product. 

7. Perspective. A single drawing 
can give the illusion of a hospital cor- 
ridor 100-feet long. 

8. Avoids agency’ disappoint- 
ments. If the sponsor's agency doesn't 
like a living room set the film producer 
has constructed, it's pretty expensive to 
knock it down and build another. But if 
the agency disapproves of a particular 
background drawing, it can easily be 
thrown away for a new one—without 
splitting the seams of the budget. 


up as much as possible. The entire 
series was filmed in four days at 
Pathescope’s Long Island studios, 
with only three weeks having elapsed 
since Carling’s agency approved the 
script. 


> And what of the finished product? 
Brewing Corp. of America liked the 
commercials so well they are being 
carried in programs and as spots on 
an extensive lineup of stations, prin- 
cipally in the Midwest. Lang, Fisher 
& Stashower must have been equally 
pleased; the agency has given Pathe- 
scope a verbal okay on an impressive 
order for another client and is con- 
sidering a re-order for Carling’s. 
The producer also scored artistical- 
ly on the Carling’s spots, which were 
selected for display in the 32nd 
annual exhibition oP the New York 
Art Director Club. This series was 
one of 12 chosen in the live action 
technique category out of'a field of 
about 150 films. a4 


Ad Showcard Offers 
Helpful Color Card 


The Ad Showcard and Display 
Studio (Chicago) has prepared a 7” 
x 11” cardboard wall chart showing 
the comparative values of four 
shades of grey to assist admen in 
producing slides, cards and titles 
for use in television commercials. 

The greys are numbered for easy 
reference and for ordering show- 
card materials from Ad Showcard. 
Tonal values of the greys appear on 
the sample card as they actually 
would on TV. 


For your copy circle No. 642 on the 
Reader's Service Card inside back cover 
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Something New Has Been Added 
. . .« Old Gold's famous TV dancing cigaret 
package has gained a ‘big sister.'’ With the 
addition of king size cigarets, P. Lorillard 
Co. has introduced ‘Miss King Size” to 
TV viewers. 


Unique New Storyboards 
Offered Free to Admen 


The task of explaining a TV com- 
mercial story and picture content to 
a client promises to be lightened 
by a newly designed storyboard. 
Created by Filmack Studios (Chi- 
cago), the storyboards are laid out 
in three sections instead of the con- 
ventional two. 

Spaces are provided for video and 
audio on the storyboards, with an 
extra space fer background and 
action. The storyboards are being 
made available free. 


For your copy circle No. 643 on the 
Reader's Service Card inside back cover 


RCA Engineers New 
TV 16mm Projector 


A new 16mm film projector has 
been developed by the Engineering 
Products department of the RCA 
Victor division, Radio Corp. of 
America (New York) to specifically 
meet the professional standards of 
television stations. 

The projector will be used by sta- 
tions to project images from 16mm 
motion picture sound film into TV 
cameras and will also provide ac- 
companying sound reproduction. 

The new model includes such im- 
provements as: a new f 1.5 lens, 
framing system and dual focus ar- 
rangement which contribute to better 
picture quality; a new broadcast 
quality amplifier that assures better 
quality sound; large 4,000-foot reels 
with compensation take-up, two- 
three claw intermittent operating in 
oil and an automatic lamp change- 
over to provide maximum operating 
convenience. 44 
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Phil Richman 
Account Executive 
Harshe-Rotman Inc. 

Chicago 


Most press information books have 
one purpose, to assist reporters cov- 
ering a news event. 

The “how to” involved in prepar- 
ing a press book can usually be 
broken down into three main cate- 
gories. These are: 

1. Preparation of material. 

2. Presentation of 
simple form. 

3. Transmittal of 
porters. 


material in a 


material to re- 


> To facilitate describing the essen- 
tial procedures involved in each of 
these three classifications, we have 
taken a case at hand. This concerns 
a press book prepared by Harshe- 
Rotman Inc., for the Automatic 
Transportation Co. Chicago manu- 
facturer of electric driven industrial 
trucks. From May 18 to 22, Auto- 
matic participated in the Fifth Na- 
tional Materials Handling Exposition 
in Philadelphia, one of the country’s 
largest industrial trade shows. 

The contents of the press book 
were largely influenced by the num- 
ber of new models to be shown at 
the exposition, and by the fact that 
most editors and reporters receiving 
the book would be representatives 
of trade publications. 

Automatic is introducing three 
new series of industrial trucks, so 
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“photographs and brie 
of the truck’s designer and stylist. 
Fe oe ee 


ow atl 


£-ROTMAN, Ine: 


at the very outset 
stories, together with appropriate 
photographs, had to be prepared. 
The company is also introducing a 
new fork truck attachment. This 
would be the subject of another 
story and photograph. 


at least three 


> Because of the nature of one of 
the new models, a truck completely 
Tiew to the industry, it was felt im- 
portant to include in the press book 
lographies 
In addition to the stories men- 
tioned, a general “round up” story 
was prepare is included brief de- 

scriptions of thew models te together 
, with corr comments by the firm’s general 
| manager relating the introduction 
of the new units to general industry 
conditions A note at the end_of “of the 
round up stOPY urged editors to o refer 

to ted stories in the press book 


for” greater détails 


> All the stories were written ac- 
cording to established Harshe-Rot- 
man news release form. Although 
the techniques involved in writing 
news releases are not the subject of 
this article, it might be well to point 
out some basic requirements of any 
news release. 

Briefly these are covered by the 
usual newspaper tenets of “who, 
what, when, where and why.” A 
release date, and the name and ad- 
dress of the person able to furnish 
additional information, should be in- 
cluded. It is accepted practice to use 
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SHOWS & EXHIBITS 


HOW TO BUILD A 


Press Kit 


one side only of 842” by 11” paper. 

The individual stories mentioned 
above each contained detailed tech- 
nical descriptions of the new prod- 
ucts, plus an explanation of their 
specific purpose and use. All stories 
referred to the exposition, and car- 
ried short mentions of the other 
Automatic products being shown 
there. 

It is important to note that eacl 
individual. ri 


‘by itself as a complete artic 


“> The photographs were straight- 


forward product shots, reproduced 
as 814” by 11” glossies, each appro- 
priately captioned. Captions are one 
paragraph in length and limited to 
essential information. They are at- 
tached to the back of the photo- 
graphs with rubber cement. They 
need not be dated. 

For collective presentation of the 
material, a white enamel stock paper 
binder was selected. Printed on the 
cover (see illustration) was “Press 
Information—Fifth National Mate- 
rials Handling Exposition—prepared 
by Harshe-Rotman Inc.” Featured 
was Automatic’s logo. 

The stories were arranged in the 
binder in order of importance with 


@oned photographs Immediately fol- 
low the story to which they belong. 
The pictures and stories were se- 
cured in the binder by means of 
three fasteners. (When using fas- 
teners or similar means of binding, it 
is important to have extra wide left 
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hand borders on the photographs. 
This will prevent damage to the pic- 
ture proper.) 


> In the past Automatic Transpor- 
tation Co. has held press luncheons 
during the expositions. These facil- 
itate distribution of the press books 
and also present an opportunity for 
meeting editors and reporters of 
publications and newspapers which 
regularly receive the numerous re- 
leases sent out for the company dur- 
ing the year. 

Invitations to the luncheon are 
mailed six to eight weeks in ad- 
vance, to editors of trade publica- 
tions, business and financial editors 
of New York and Philadelphia 
dailies, and business editors of many 
interested consumer publications. In 
addition news directors of New York 
and Philadelphia radio and televi- 
sion stations were invited. 

At the luncheon, held on the day 
following the opening of the expo- 
sition, press books are distributed 
and those in attendance are given a 
brief welcome by a company official. 

Any questions likely to arise are 
answered by either personnel from 
Automatic’s advertising and sales 
department or by representatives of 
Harshe-Rotman, Automatic’s public 
relations counsel. 


The only “prop” used at the 
luncheod as a ure display, ar- 
ranged on one or two easel boards. 
Photographs in this case were—tt” 
by 14” in size, mounted on white mat 
paper. They were captioned by very 
short, two line headlines. 

The display included those pic- 
tures in the press book, plus shots 
of other Automatic equipment, not 
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necessarily new, but particularly 
representative of the firm’s products. 
Requests by attending newsmen for 
captioned 8%” by 11” glossies of 
the additional pictures were serviced 
to them at the end of the luncheon. 


Like many similar expositions, 
the Materials Handling show has a 
press room where reporters may 
pick up material about exhibits. To 
capitalize on this opportunity for ad- 
ditional publicity, 50 extra copies of 
various releases were made availa- 
ble there. Since those using the press 
room have a habit of picking up a 
copy of everything available, whether 
or not they have use for it, it was de- 
cided that placing complete copies 
of the press book in the room would 
constitute an unwarranted expense. 
However, if any representatives of 
important publications failed to re- 
ceive the material distributed at the 
press luncheon, copies of the com- 
plete press book were sent directly 
to the publication. 


> In the foregoing paragraphs, lit- 
tle mention has been made of the 
news material specifically prepared 
for the nation’s daily papers and 
news type magazines. Their needs, 
differing of course from those of the 
trade publications, were fulfilled by 
specially prepared material serviced 
directly to their offices. 

This material is always designed 
to present the essential news, devoid 
of as much technical jargon as is 
possible. 


It should be pointed out that per- 
sonal contacts to these newspapers 
and magazines should not be neg- 
lected. Members of the Harshe- 
Rotman staff arranged visits to 
consumer media for all clients of the 
firm. 


> Researching, writing, and pro- 
ducing a press book takes time. 
When compiling a press book for 
any occasion it is highly important 
to allow as much time as possible. 
Exactly how much time depends on 
the size of the book, but a minimum 
of one month is not great. 


> The press book for Automatic was 
started approximately ten weeks 
prior to the exposition. During this 
time stories, as written, were put 
into production. The entire project 
was completed one week before the 
exposition’s opening. 

Important as the press book is, it 
is only one publicity device. Its early 
completion allows attention to be 
directed to other equally important 
activities, which comprise a com- 
plete publicity program for any ex- 
position or trade show. 44 


Displayers Offers New 
Folder of Show Ideas 


The Displayers, Inc. (New York) 
has put a one, two, three punch into 
its new portfolio of exhibit ideas and 
suggestions. Collected between the 
covers of a cardboard file folder are 
a discussion of three important 
pointers for pre-planning a show, 
a manual for show participation and 
seven “case histories” of exhibits 
constructed by the company. 

The pre-show pointers are listed 
under the headings: 1 for the money, 
2 for the show and 3 to make ready. 
They cover the exhibit and display 
budget problem, development of 
proper presentation and coordina- 
tion of sales efforts. 

The manual for participation out- 
lines a dozen factors for the exhibitor 
to consider: show selection, choosing 
the booth, planning, promotion and 
publicity, installation, applied action, 
staffing the booth, visitor participa- 
tion and gimmicks, housekeeping, 
officer in charge, dismantling and 
show evaluation. 
>The seven “case histories” are a 
compilation of illustrations and de- 
scriptions of successful exhibits de- 
signed and executed by Displayers. 
An example is Borden Co.’s mince 
meat exhibit. It showed a “pie” 
sitting on a sideboard flanked by two 
jars of mince meat. Steam escaping 
from the pie actually carried the 
aroma of hot mince meat. 

The components of the folder are 
three-ring punched and clipped be- 
tween the covers for easy removal. 
The red and black cover features 
die-cut slots showing the numerals 
1, 2, 3 playing up the three pre-show 
pointers. The cover has a stand-up 
tab labelled “Displays and Exhibits.” 


For your copy circle No. 644 on the 
Reader's Service Card inside back cover 


Macmullen Bulletins 


Give Exhibit Ideas 


The latest exhibit techniques de- 
veloped by Macmullen Mastercraft 
Associates (New York) are pre- 
sented at regular intervals in a 
well-illustrated bulletin prepared 
by the firm. The bulletin, Ideas for 
You, also digests other news of in- 
terest to exhibitors and reports the 
availability of helpful publications. 

A recent issue, for example, tells 
of bulletins listing such things as 
free photos, cartoonists, Senators 
and Representatives in the 83rd 
Congress, etc. 


For your copy circle No. 645 on the 
Reader's Service Card inside back cover 
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Premiere . . . Visitors to the National Packaging Exposition in Chicago donned Polaroid 
glasses and viewed premiere showings of the first industrial three-dimensional movie. Models 
Inge Jorgensen, left, and Joan Van Pelt, right, helped attract passers-by to the booth. The 


film, “Packaging . . . The Third Dimension, 


was exhibited by Stone Container Corp. (Chi- 


cago). It was produced by Academy Films (see story, page 41). 


Empire Stages Shows 
For Business Firms 


The Empire Producing Co. (Kan- 
sas City), said to be the largest pro- 
ducer of home talent shows, is now 
under way with a new service for 
business organizations. For a fee of 
$995, Empire will supply a woman 
director, scripts, music, costumes, 
and all the know-how in handling 
ticket sales, program books, adver- 
tising and publicity for plants, fac- 
tories, mills and large companies, to 
put on a company show. The service 
is aimed at improving employe re- 
lations and is a self-liquidating deal 
in that all money taken in for ticket 
sales and any other promotional de- 
vices goes to the organization spon- 
soring the show. 


Incentive Firm Offers 
Entertainment Services 


Sales promotion through the 
medium of show business has been 
put on a working basis by two of the 
nation’s leading promotional and 
entertainment firms. 

Cappel, MacDonald & Co., Dayton 
merchandise incentive firm, and the 
William Morris Agency (New York), 
major theatrical booking agency, 
have announced an agreement under 
which the incentive company will 
act as the agency’s representative in 
the industrial show field. A show- 
manship division has been estab- 
lished by Cappel, MacDonald to 
handle the new promotional func- 
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tion. Headquarters of the new divi- 
sion will be in New York. 

Elton F. MacDonald, president of 
the Dayton company, said that both 
concerns have long been aware of 
the increasing demand for entertain- 
ment in such industrial activities as 
introduction of new products, pres- 
entation of new lines, and sales 
meetings. 44 


New Service Dramatizes 
Shows, Sales Meetings 


By means of a photo-offset folder 
in the rather unusual dimensions 
of 1842” x 734” (open), Ira Mosher 
Associates (New York) announces 
a new department called “Theatre 
for Industry.” The purpose of the 
new department is to bring to sales 
and dealer-distributor meetings the 
dramatic and proven techniques of 
the theatre. A complete range of 
services will be offered including 
the planning, writing, selection of 
techniques or dramatic devices to 
be used, and the supervision of the 
meeting. 

The folder, which contains the 
phrase “a proven technique with a 
new twist” in black within a white 
circle representing a spotlight on the 
stage, opens to show a die-cut, which 
immediately attracts attention. The 
die-cut represents four figures upon 
a stage, with five men, backs to the 
reader and facing the stage, to illus- 
trate their attentiveness to the 
dramatized sales presentation which 
is being enacted on the stage. 


For your copy circle No. 646 on the 
Reader's Service Card inside back cover 
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AR Advertising 
Produces Order 


400,000 Posters 


One of AR’s eastern 
advertisers reports with 
pleasure an order for 
400,000 posters from a 
Midwest client. It simply 
came in as a result of his 
ad in AR. This just goes 

to show that an advertising 
program in AR does reach top 
buyers and that they do 
respond to the solicitations 
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Feature Presentation . . . Highlight of David White Co. dealers 


meeting was a showing of Warner Bros.’ first feature length 3-D 


Over 700 David White Dealers Participate 
In Post-Convention Jamboree in Milwaukee 


One of the most elaborate dealer 
promotions of the year gave the 
David White Co., Milwaukee manu- 
facturer of Stereo-Realist cameras 
and engineering instruments, an op- 
portunity to convince its dealers that 
it is “in business to stay.” 

More than 700 David White deal- 
ers helped to officially dedicate the 
company’s new Milwaukee plant in 
a gala celebration that included ev- 
erything from free transportation to 
and from the Master Photo Dealers’ 
& Finishers’ Assn. convention in 
Chicago to a Midwest premiere of 
Warner Brothers’ first full-length 
three-dimensional film, “House of 
Wax.” 


> The two-day celebration got un- 
der way on Friday, April 17 when a 
special train, “The Realist Special,” 
left Chicago’s Union Station, trans- 
porting the dealers to Milwaukee. It 
continued with a full schedule of 
events which included: 

@ Upon arrival in Milwaukee, Da- 
vid White’s guests checked into ho- 
tels (reservations made and paid 
for by the company). 

e Special buses picked up _ the 
guests at various hotels and carried 
them to a special dinner at Milwau- 
kee’s Elks Club honoring film stars 
Harold Lloyd, said to be Hollywood's 
number one stereo fan, Paul Picerni, 
and Mr. and Mrs. Gordon MacRae; 
officials of the David White Co., and 
Milwaukee and Wisconsin digni- 
taries. 
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e The buses then transported the 
guests to “Realist Dealer Night” at 
the “Ice Follies of 1953.” One of the 
features of this performance was the 
presentation by Harold Lloyd of an 
“Award of Merit,” on behalf of the 
David White Co., to Roy Shipstad 
and Oscar Johnson “in recognition 
of continuing distinguished service 
to the photographic industry by en- 
couraging amateur photographers 
to take pictures of performances of 


ee, 


Bus Man’s Holiday .. . The Scotvold twins, stars of the Ice Follies of 1953, posed for 
dealers to try their hand at photographing action with Stereo-Realist cameras. Ice stars 
posed for dealers as part of a “Camera Closeups’ feature of the company’s dealer meeting. 


film, “House of Wax. 


More than 700 dealers attended the showing 
and helped dedicate the company s new plant in Milwaukee. 


the Ice Follies, and by staging spe- 
cial ‘Camera Closeups’ where stars 
pose in costume on ice for camera 
fans.” Such “Camera Closeups” are 
scheduled one afternoon in each city 
where the Ice Follies appears. 


e The Saturday schedule opened 
with a special premiere of “House of 
Wax.” The showing also featured 
a special movie trailer which paid 
tribute to the David White Co. for 
its pioneering efforts in three-di- 
mensional movies through the de- 
velopment of the Stereo-Realist 
camera. 


e A noon luncheon in the Sky Room 
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of the Plankinton House set the 
stage for visits to the company’s 
newly renovated and modernized 
plant. Following luncheon buses 
took groups of dealers to the plant 
at 10-minute intervals and then 
returned them to the Plankinton 
House. At the Sky Room continuous 
Stereo-Realist slide projection kept 
the group entertained. 


> The celebration, called “The 3-D 
Jamboree,” was the result of many 
months of planning. The basic out- 
line was set down in a meeting be- 
tween Willis Rabbe, vice-president 
and general manager of the David 
White Co.; James H. Calder, vice- 
president in charge of sales, and 
Marvin L. Rand, account executive 
of Klau-Van Pietersom-Dunlap Inc., 
Milwaukee agency. 

In charge of the Hollywood con- 
tingent was Sam Clark, advertising 
tie-in director of Warner Bros. Pic- 
tures Inc., who came to Milwaukee 
a week in advance to work on the 
“House of Wax” premiere. 


Ken Stevens, of David White’s 
advertising department, coordinated 
dealer arrangements and _ reserva- 
tions. Dealers were invited in ad- 
vance of the Chicago photo conven- 
tion and picked up their jamboree 
kit at the White exhibit. The kit 
contained railroad _ tickets, hotel 
reservation information, schedules, 
name badges, etc. 


> Also a part of the promotion was 
the issuance of two special “David 
White Supplements” in the Milwau- 
kee Journal and Milwaukee Senti- 
nel. The supplements included pic- 
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Stars in 3-D .. . Dealers snapped pictures of the Hollywood stars at banquet which was 
part of David White's 3-D Jamboree. “Stars attending included: Harold Lloyd, well known 
stereo realist fan; Gordon MacRae, Warner Bros. singing star, and Paul Picerni, romantic 
lead of ‘House of Wax. 
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Governor Too .... Wisconsin's governor, 
Walter J. Kohler, was an honored guest at 
the meetings. The governor, (second from 
right) chatted with Hollywood celebrities 
who also attended. 


tures and background of the compa- 
ny; stories on company personnel; 
articles on the firm’s products, and 
the story of the part that David 
White’s Stereo-Realist camera has 
played in popularizing three-dimen- 
sional photography. 

The supplements contained a ROP 
color ad for David White and con- 
gratulatory advertising from various 
David White suppliers and friends. 

Behind the elaborate sales promo- 
tion stunt was the feeling that the 
company could strengthen its posi- 
tion with retail photo dealers by 
proving that it was not a “fly-by- 
night” outfit, but had become a lead- 
ing photo equipment manufacturer. 
The new plant was felt to provide 
the necessary evidence. According 
to Theodore O. Salzer, recently 
named president of David White, 
the new plant will give four times 
the production potential the compa- 
ny had a year ago. 44 
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@ A paper company re- 














ceived 751 inquiries for a 











letterhead design booklet. 

















@ A typographer received 




















424 requests for specimens. 


@ A sales organization re- 





ceived 455 inquiries for an 


incentive plan. 


@ An art supply house re- 





ceived 556 inquiries about 


a new process. 
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How a Complete Identification Program 


Helps Ruppert Sell Beer 


By Karl Kirchhofer 
AR Eastern Editor 


When you're thirsty, you don’t 
consciously review the beer ads you 
have seen from time to time. You 
just want a beer. But, if in search of 
the quench for your thirst, you hap- 
pen to see a sign like “New York’s 
Famous Knickerbocker beer,” 
chances are you'll ask for it. 

Signs and identification materials 
are important in the business of sell- 
ing beer. When you enter a tavern in 
search of that thirst quencher, a 
back bar sign might easily sway you 
toward ordering the beer mentioned. 

There are facts to be considered 
by the advertising manager of a beer 
company or any company. Results 
and costs both enter the picture. 
Here’s how Ruppert’s, producer of 
the famous Knickerbocker beer, 
handles its sign and identification 
material. 


> Ruppert uses signs in various 
sizes, shapes and materials. They are 
all made to sell beer. Glass, wood, 
and plastics dominate the materials 
sector with plastics making a defi- 
nite bid to take first place. In fact, 
a Ruppert spokesman said that there 
is a definite trend away from glass 
and neon in the direction of plastics. 
There are many reasons for this 
trend and cost is not as important 
as effectiveness .. . results count and 
sales tell the story. Quite obviously 
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Ruppert signs are used in taverns 
and grocery stores that sell beer. 
They are not distributed indiscrimi- 
nately. They are sent only to people 
who order and pay for them. 

In order to get their signs into the 
field, Ruppert sends out a series of 
leaflets with specific instructions for 
ordering the signs. They are: 


1. All Knickerbocker advertising 
material available to Ruppert dis- 
tributors is shown on a series of in- 
dividual sheets. Advertising manual 
sheets are issued only for those 
pieces of point of sale material 
which are permanent or semi-per- 
manent in nature. When new point 
of sale lithographic material is is- 
sued by the advertising department, 
a photograph is sent to all distrib- 
utors. Monthly bulletins are sent to 
all distributors, notifying them of all 
material that is out of stock. 


2. Distributors are asked to order 
by stock number and in quantities 
which conform with the individual 
packaging described for each item. 
Only in rare instances will Ruppert 
break up packages for split ship- 
ments. Orders should not exceed 
normal requirements and the brew- 
ery reserves the right to reduce ex- 
ceptionally large requisitions. 


3. Distributors are furnished with a 
pad to requisition all advertising 
material. 


4. Orders must be made on the 


requisition form in triplicate. Origi- 
nal and duplicate copies are sent to 
the brewery for processing. The 
distributor retains the triplicate for 
his records. Telephone orders are 
not accepted. 


5. The advertising department com- 
pletes the requisition form and 
the duplicate copy is returned with 
the actual shipments and serves as a 
packing list. 


6. Careful accounting is made by 
Ruppert’s of all deliveries, and costs 
are charged against the advertising 
budget of each distributor. If a dis- 
tributor exceeds his budget, the Rup- 
pert Brewery reserves the right to 
bill at published prices for all ad- 
ditional material ordered. 


7. Orders should indicate whether 
the material is to be shipped direct 
or is to await pickup by the distrib- 
utor’s truckers. Drivers are cau- 
tioned to handle the material care- 
fully, placing it on top of the case 
loads and not including it with keg 
shipments. 


> The Ruppert Brewery has gone 
to great lengths to develop a com- 
plete identification program. Like 
many similar programs, it depends 
primarily on a special trade char- 
acter for continuity. In Ruppert’s 
case, the trade character is in the 
form of an oil painting of Father 
Knickerbocker by the noted Amer- 
ican portrait artist, Lyman Anderson. 
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Ruppert Identification Materials . . 


The Anderson painting is used, in 
one way or another, on nearly every 
element in the company’s identifi- 
cation program — including product 
labels. The program furnishes an 
outstanding example of how a single 
illustration can serve in many ad- 
vertising roles. 

About the only Ruppert identifi- 
cation materials that do not have the 
Anderson illustration in some form 
are those which do not contain any 
illustration or use an animated ver- 
sion of Father Knickerbocker. 


> The 


elements: 


program contains’ these 


1. A colorful 342” x 6” decal fea- 
turing the Anderson painting. It is 
placed on store windows and doors, 
where state laws permit, or on back- 
bar mirrors. Price: $55.50 per M. 
Packed 125 per box. 


2. A 13 5/16” round lithographed 
steel serving tray with a full-color 
reproduction of the Father Knicker- 
bocker painting. Price 30¢. Packed 
50 per carton. 


3. A white plastic beer scraper 
comb. Printed in blue and red on 
sides, the comb features the theme 
illustration. Price: 93¢. Packed 50 
per carton. 


4. A white plastic knob with the 
Knickerbocker illustration in red 
and blue, easily spotted in any row 
of bar taps Price: 93¢ each. Packed 
50 per carton. 


5. Menu sheets with a full-color 
reproduction of the Father Knicker- 
bocker painting against a stylized 
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. Father Knickerbocker 
is featured in these identification materials—part of the well-rounded 


program which helps sell beer for Ruppert. The items shown are: 


New York’s Famous Beer 


background of the New York sky- 
line. The sheets are printed on white 
paper suitable for mimeographing, 
hectographing or gelatin plate print- 
ing. Price: $2.34 per M. Banded in 
lots of 250; 5,000 per carton. 


6. A 742” x 534” full-color wall 
sticker with a reproduction of the 
Ruppert package label which con- 
tains the theme illustration. The 
sticker is made of varnished stock 
with Kleen-Stik backing. Price: $4 
per M. Banded in lots of 200. 


7. Knickerbocker uniform emblems 
for distributors to use on drivers’ 
uniforms. They are woven in red 
and blue on a white cloth back- 
ground. This is one of the few items 
not using the Father Knickerbocker 
illustration. 


8. A floor merchandiser for use in 
self-service stores. Constructed of 
corrugated board printed in red and 
blue on a yellow background, the 
unit not only serves as a display but 
stores cases of beer. An animated 
version of the theme illustration is 
featured. Price: $1.59 each. Packed 
10 per carton. 


9. Interior displays with the theme 
illustration in color printed on Coro- 
buff, a lightweight corrugated mate- 
rial. Colors are changed to suit 
various seasons of the year. In addi- 
tion to the background material, 
special lithographed panels are 
available for mounting on the Coro- 
buff. The panels come in two sizes— 
17%” x 72” and 8%4” x 36”. The 
larger size sells for 48¢; the smaller 
one 21¢. The Corobuff comes in 48” 
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Top row, decal, wall sign, beer tap knob, cash register sign, beer 
scraper comb and illuminated window sign; bottom row, serving 
tray, scraper holder and menu sheets. 


x 250’ rolls. Price $16.95. Packed one 
roll per carton. 


10. A circular display for windows. 
It has a revolving color disk which 
gives the illusion of constantly 
changing color combinations around 
the edge. Framed in shining anodized 
gold, the 1534” sign has a white 
background with red and blue 
lettering plus a full-color reproduc- 
tion of Father Knickerbocker. It 
comes equipped with a chain for 
hanging. Price: $20.75. Packed in- 
dividually. 


11. An illuminated backbar cash 
register sign with a polished gold 
frame and white back glass panel 
lighted by a 4-watt fluorescent tube. 
Like most of the other displays, a 
full-color reproduction of the theme 
illustration is featured. As an added 
feature, the words “Ruppert Knick- 
erbocker Beer” are reverse lettered 
on the rear of the sign so that they 
can be read in the backbar mirror. 
Price: $8.85 each. 
ually. 


Packed individ- 


12. A hanging wall sign that reflects 
the early American 
Father Knickerbocker, who is fea- 
tured in a full-color reproduction 
along with the slogan, “We have 
your favorite beer.” The sign has a 
white background with red and blue 
copy and gold decoration. A metal 
hanger bracket has a gold lacquer 
finish. Price: $3.19 each. Packed 


five per carton. 


ancestry of 


13. A standing neon sign with red 
and green tubing. A special metal 
wire bracket guards the tubing 
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Vr. D. Cal, the PF 


decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


~_ a ea 
FINE FOODS GROCERIES 
ews 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 
impulses into sales! 


art services, consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 


Please send me your Dept. AR6 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


5 Name.... 
Firm... 
re Ceri) 
Address 
City... 


PALM, FECHTELER & CO. 


8 5 MAPLE sve eer, WEEP AWE ES, NM. d. 
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against breakage from the rear. The 
transformer serves as a base for the 
sign which is 24” x 1414”. Price: 
$31.48. Packed individually. 


14. Hanging neon sign similar to 
the standing sign, but designed for 
hanging either in windows or as an 
interior decoration. It comes in two 
sizes a0” x 316” and 24” x 14”. 
Price: $17 (without transformer). 


Packed individually. 


15. A scraper holder of white plas- 
tic with a reproduction of the Knick- 
erbocker label in full-color. The 614” 
x 758” x 25” unit has compartments 
to hold beer scrapers and swizzle 
sticks. Price: $2.30 each. Packed in- 
dividually. 


16. A full-color menu cover, which 
folds to 844” x 114%”. It features a 
color photograph of the New York 
skyline at night, with a special pic- 
ture of Father Knickerbocker. For 
complete identification, the Ruppert 
label is also shown. The cover is 
printed on card stock with a varnish 
finish. The inside is blank for im- 
printing permanent menus or for 
attaching daily menus. The size is 
designed to fit Knickerbocker menu 
sheets. Price $47.50 per M. Banded 
in lots of 200; 800 per carton. 


17. Beer pads made from highly- 
absorbent wood pulp and printed 
in three colors on both sides in red, 
blue and gold against a cream back- 
ground. A line adaptation of the 
theme illustration is featured on the 
342” square coaster. Price: $4.65 
per M. Packed 100 per package; 
4,000 per carton. 


18. A. three-dimensional display 
called “Father Knickerbocker’s Peep 
Show.” The 15” x 18” unit features a 
full-color lithographed illustration 
of a cartoon version of Father Knick- 
erbocker overlooking the New York 
skyline. Above the skyline is a 
mysterious aluminum foil-covered 
space. When illuminated by a flasher 
light, the space contains a bottle of 
Knickerbocker. Price: $2.98 each. 
Packed 30 per carton. 


19. An etched glass backbar sign 
with edge lighting. The product name 
is etched in the glass panel in gold 
and white and a special adaptation 
of the Father Knickerbocker illus- 
tration is etched in blue and white. 
The sign is 6” wide x 13” long x 7” 
high with a 12” x 5” glass panel 
mounted in a polished, cast aluminum 
base. Price: $8.25. Packed individ- 
ually. 


20. Kleen-Stik backed shelf pricing 
strips. The 642” x 34” strips are 
printed in blue and red on a white 
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background with a space provided 
for pricing. They are padded in units 
of 200. Price $8 per M. 


21. Knickerbocker fluorescent sign. 
The plastic sign has red and blue 
lettering against a white background 
and is set off by a metal frame. The 
11” x 25” x 4” sign is illuminated by 
a 20-watt fluorescent tube and comes 
with either legs or a hanging chain. 
Price: $17.50 each. Packed individ- 
ually. 

Breweries have a lot of faith in the 
effectiveness of a complete identifi- 
cation program. Ruppert feels that it 
is one of the most important means 
of keeping its name before the beer 
drinking public. The company is 
continually looking for new and 
novel signs—as long as the sign can 
help sell beer. 44 


New Catalog Features 
Emblems and Insignia 


Beer tap knobs to heavy, embossed 
metal nameplates are pictured and 
described in American Emblem Co.’s 
(Utica, N.Y.) 56-page catalog of 
badges, coins, tokens, award plaques, 
prizes and metal emblems. 

The booklet is divided into five 
departments—general information, 
plant operations, processes, person- 
nel and the largest section, products. 
Of particular interest to admen are 
illustrations of novelty point of pur- 
chase designs, ashtrays, paper knives 
and other metal specialties, a four- 
page, full-color spread showing 
automobile insignia and company 
“coats of arms.” 


56778899120001112* 
STORE HOURS 
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FEATURING 


¢WLW- 


ADVERTISED PRODUCTS 


SUN. MON. TUES. WED. THURS. FRI. SAT. CLOSED CLOSED 


Open Evenings .. . Radio station WLW 
(Cincinnati) offers this decal to retail stores 
in its coverage area. The store door decal 
transfer has a strong utility value in an- 
nouncing the stores’ hours to patrons. Pro- 
duced by Meyercord Co. (Chicago), the de- 
cal is 51/4’ x 8” and was produced in blue, 
yellow and black. Individual decal numerals 
are supplied with the decal so that retailers 
may fill in the correct hours. 
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GOA signs sell 
night and day! 


Channel letters—center lighted — 
deliver selling impact day and night 
in this ground level plant neon 
spectacular in Omaha, Nebraska. 

And GOA can do the same out- 
standing job for you in commercial 
and identification signs as in 24- 
sheet posters and painted bulletins. 


515 S. Loomis St., Chicago 7, Ill. 


> 


" Another Plastilux 
Illuminated sign 
designed to identify 
dealers across 
the. country for 


Whirlpool Corporation 


vi 
S1GNvertising ‘ 


the science ot Aating with signs 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated — signs. 


500 Neon Avenue, Lima, Ohio 


Whether you need one sign or a 
thousand—for a complete job from 
design to installation to mainte- 
nance—the experience of the entire 
General Outdoor Advertising organ- 
ization is at your service. 

Call your nearby GOA branch 
office for full information or write: 


General Outdoor Advertising Co. 


something 
for you, sir! 


Our personally autographed-in-gold* 
pocket handies cover a wide category 
of useful memoranda in booklets your 
prospects will ejoy using for a 

long time—yet they cost so little! 
They are smpressive silent salesmen 
whether you re trying to reach 100 
new clients or retain the good-will 

of 100,000 good old customers! 


*IN 23-KARAT GOLD 


Just drop us a line 
we'll have samples on your desk 
wherever you are! 


He Wlcnude Wan ne 


493 C Street, Boston 10, Mass. 





ALL-PURPOSE 
BOARD 


Note these features 


1. ALL STEEL 
CONSTRUCTION 


2. ENAMEL FINISH 
3. MODERN STYLING 


4. SIGN PANEL CHANGED 
IN TWO MINUTES 


It’s a 3inl board 
1. PROCESS 
2. PASTE 
3. PAINT 


Sold thru franchises 
FREE franchises 
open in all cities 
Wd 
Write today for 
full details 
WWD 


Manufactured by 


COURTESY 


610 WHITE ST. 
HOUSTON, TEXAS 





Time for Valspar .. . This illuminated 
multi-color clock sign is being distributed to 
Valspar Corp.'s (New York) dealers across 
the country. The moulded Plexiglas face has 
embossed lettering and circles indicating the 
numerals—the circles are in eight colors to 
identify Valspar paints. The new clock was 
designed and produced by Neon Products 
Inc. (Lima, O.). 


Offer Helpful Hints 
For Use of Decals 


To provide valuable suggestions 
on how decals will sell and identify 
products, Palm Fechteler & Co. (New 
York) has issued a 20-page booklet 
Decal Ways To Sales. Helpful hints 
for use of decals for brand names and 
trade marks are pointed out in over 
75 illustrations. Special purpose de- 
cals are described including Novars, 
a permanent name plate; Engradels, 
for use in cosmetic advertising; 
Translacs, for point-of-purchase 
punch; Syntrans for vehicles, and 
two sided decals for glass doors and 


windows. Included with the booklet | 


are colorful samples of various decals 
used for special purposes. 


For your copy circle No. 648 on the 
Reader's Service Card inside back cover 


Minn. Mining Announces 
$2,200 Sign Competition 


Prizes totaling $2,200 will be 
awarded for the eight best “reflector- 
ized” signs in a contest just an- 
nounced by Minnesota Mining & Mfg. 
Co. (St. Paul). The contest, which 
will run April 1 through July 31, is 
open to sign manufacturers and ad- 
vertisers. 

Awards will be made for the best 
execution of design or selling mes- 
sage, with particular emphasis on 
the most effective use of color or 
pictorial technique, on signs which 
use “Scotchlite” reflective sheeting 
in the design or selling message. 

Entry blanks and additional de- 
tails are available from the company. 


118-824 WEST PEARL 


TIES IN ALL OTHER 
TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


+ CINCINNAT] 2, OHIO 


Producers of illuminated and non-illuminated types of signs. 


Serving manufacturers of brand-name 


products from coast to coast. 
Representatives in princpol cities 


You can't trust 
ANYBODY! 


It comes to our attention that 
many people who ordinarily 
would never think of breaking 
the fourth commandment, find 
the temptation simply over- 
whelming upon seeing their 
neighbor's copy of Advertising 
Requirements. Result: The publi- 
cation is purloined. Clean copies 
of the first two issues have long 
since become collector's items. 
To protect yourself from this 
point on, you should have your 
own personal subscription (de- 
livered, perhaps, to your home). 
There’s a handy order card up 
in the front of the book which 
you can use. 
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Versatile .. . These three examples of silk screen printing demon- 
strate the versatility and flexibility of reproduction of artwork pos- 
sible with the process—ranging from pastel hues of artwork in poster 


PRINTING & BINDING 


on left to brilliant hues of poster on right. Center illustration was 
reproduced in full color from a Kodachrome to huge size—45” x 32”. 
Ad Showcard and Display Studio (Chicago) produced examples. 


The Growing Importance of 


Screen Process Printing 


Screen process printing is being used for an 
increasing number of advertising purposes. 
An industry expert explains the fundamentals. 


By J. I. Biegeleisen 
Chairman, Silk Screen Dept. 
New York School of Industrial Art 


The silk screen process has 
emerged from the realm of a hand 
craft to a full fledged commercial 
process that shares top billing with 
lithography, letterpress, gravure, 
etc. The process had to overcome 
certain prejudices before its present 
wide acceptance as a major graphic 
art. In the first place, the silk screen 
process cannot boast of a glorious 
heritage or the distinction of being 
associated with an immortal god- 
father such as a Gutenberg or 
Sennefelder. Nobody quite knows 
whom history is to credit with the 
invention of the process. It is the 
Oliver Twist of the graphic arts— 
discovered as a foundling and ex- 
ploited by the sign painters of some 
40 years ago in the production of 
signs and show cards. 

While the process, although crude 
at first, was “good enough” to meet 
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the standards of the early sign 
painters, it did not compare with the 
polished perfection of the more tra- 
ditional printing arts such as letter- 
press or lithography. The work of 
the silk screen process was years 
ago characterized by a rough-edged 
finish, by uneven application of 
painted areas and by the absence 
of sharp detail. 

The process has undergone many 
changes. Improvement in stencil 
making techniques and the intro- 
duction of photography have wid- 
ened the scope of the process as it 
has made vast improvements in 
quality of reproduction. While the 
process still is essentially a “line” 
process, best when the artwork is 
confined to flat color areas, much 
has been done in single color and 
four-color process work. The use of 
modern stencil techniques has re- 
sulted in a sharpness of detail that 
compares very favorably with con- 
temporary processes. 


> The silk screen process has cer- 


tain definite advantages over all 
other processes and principally for 
that reason merits its wide accept- 
ance. However, it also has distinct 
limitations. 

The screen process is the most 
versatile of all commercial printing 
processes. In its versatility, it ranks 
with painting by hand—it is so flex- 
ible. While other printing crafts are 
confined to one or several allied 
printing either paper, 
cardboard, metals, wood, cloth, etc., 
the silk screen process is good for 
all surfaces regardless of material, 
thickness of stock, or size of printing 


surfaces, 


area. There are no restrictions as to 
material or size. This leaves the 
process open to any stock, of any 
size or thickness. 

The process can be used _ with 
many varied inks or paints. The 
process printer has a choice of colors 
with the transparency of inks to 
opaque paints with 100° opaque 
covering properties. It is as practic: 
to print black ink on white stock 
as it is to print opaque white paint 





on black. Only one impression is re- 
quired. The wide palette of printing 
media includes inks, dyes, oil paint, 
metallic paints such as gold and 
silver, lacquers, varnishes, enamels, 
and a host of special synthetics. 
There is equal latitude in the mat- 
ter of size. In view of the fact that 
screen printing may be done by 
hand or by machine, there is no 
practical maximum in printing area. 
If the job is too large for machine 
printing, it is turned over to the 
hand printing department where the 
screen frame is constructed to fit 
the job. Twenty-foot banners have 


been printed in one section, the en- 
tire spread produced with one oper- 
ation. The thickness of the stock is 
of no consequence. It is as practical 
to print on thin offset paper as it is 
on 100 pt. cardboard, or for that 
matter, wood panels, laminated 
sheets, fabricated products such as 
book covers, table tops, toys, etc. 


> Generally speaking, in quantities 
below 10,000 the screen process esti- 
mate may be below that of compet- 
ing processes. However, that asser- 
tion has several qualifications. On 
certain jobs, especially where the 





MIRRO-BRITE 


METALLIC 


ACETATE 


now available in stock size sheets 


with PRESSURE SENSITIVE backing 


5 colors in .0075 gauge—gold, silver, royal blue, red and green 


backed with pressure sensitive adhesive 


available in quantities of 75, 100 and 150 sheets 


size 20" x 25", right from stock 


A small investment permits you to carry MIRRO-BRITE 
in stock to fill rush orders. 


Call, write at once for full details, samples, prices. 


Dept. AR6, 136 West 21st Street 


New York 11, N. Y. 


newly introduced automatic screen 
presses can be used, the screen proc- 
ess price may be below that of re- 
lated processes even if the quantity 
exceeds 10,000. 

Take a case in point: Suppose you 
required 50,000 book covers where 
the specs called for white printing 
in fine lines on a blue stock. This job 
can be handled by other processes 
where the blue is printed in practi- 
cally a complete solid with the fine 
lines left in reverse, paper showing 
through. The silk screen process 
man would gang several units up on 
a sheet and print white on blue 
stock. The work produced this way 
would yield crisp white line work 
and the paint thickness can be so 
controlled that a slightly embossed 
effect could be attained. 

Quantities of more than 100,000 
have been produced by silk screen. 
Indeed, in some instances, say for 
printing on metallic surfaces or on 
glassware, silk screen is the only 
practical process regardless of quan- 
tity. 
> Other factors that influence the 
cost are the comparatively low cost 
of art work, stencil preparation and 
makeready. Where the art work is 
to be reproduced by hand-cut sten- 
cils, it need not be finished. A good 
pencil outline sketch will do. 

The stencil man invariably is an 
artist and letterer and it is up to him 
to true up, square up and make ad- 
justments in lettering and spacing 
as he makes his stencils. If you give 
him a pencil drawing with color no- 
tations, he can work from your copy 
without your going through the ex- 
pense of preparing polished art 
work. 

If the work to be reproduced is 
composed of considerable copy and 
fine detail, then the chances are that 
it will call for photographic stencil 
preparation, and in this case perfect 
black and white copy will be needed. 


> Stencil costs are generally below 
that of plate costs of other processes. 
That is especially true of larger 
sizes. The stencil for a one-color 
simple piece of art work, say 40” x 
60”, may cost in the neighborhood 
of $30 to $50—sometimes less if the 
copy consists of large patches of art 
or lettering. 

That cost becomes even more sig- 
nificant if you consider that there 
are concomitant savings in art prep- 
aration, as explained above. In some 
instances, as in the case of 24-sheet 
poster printing, the cost of stencils 
is reduced to a minimum, especially 
when the art work is designed for 
screen process. 


> Makeready costs are generally 
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lower in silk screen than in most 
processes, especially where hand- 
made steneils are used. It takes a 
matter of minutes to set up the 
screen and start printing, and just 
a few minutes of wash-up time. 
There are no intricate multiple roll- 
ers to wash up, no gears to clean. 
The paint is scooped out of the 
screen, placed back in the paint can, 
the remaining paint in the stencil is 
dissolved with kerosene and that is 
about all. 

Here is an actual case that sums 
up and dramatizes the points in 
economy and_ speed’ mentioned 
above: 

e 9:00 am... An order for 10,000 
display cards, 5” x 18” to be printed 
in three colors, silver, fluorescent 
Day-Glo red and blue, was picked 
up in the customer’s office. The art- 
work was a rough pencil “comp;” 
lettering and art stumped in pencil 
and colors indicated by notation 
only. 

@e Noon ...A proof of the first color, 
printed four up on a sheet was 
ready. While the first color was being 
printed, the stencils were being pre- 
pared for the next two colors. The 
second and third colors followed up 
the first and were run simultane- 
ously. 

e Next morning . The customer 
saw a finished color proof of the 
completed job, taken from the ac- 
tual run. 


e That evening ... The job was en- 
tirely completed, ready for packing 
the following morning. 


>» And now let us consider the limi- 
tations of the process. Whereas not- 
able screen process work has been 
done in four-color halftone, the re- 
sults as a rule do not compare fav- 
orably with lithography. All things 
being equal, a four-color litho job 
is superior in quality to the same 
job attempted by 
screen process. 


photographic 


Of course, there are occasions 
where other factors, mainly econo- 
my of production, may swing a job 
to screen process rather than to li- 
thography. There are several firms 
in the West that specialize in four- 
color halftone work in direct cost 
competition with lithography. 

As a guiding principle it is wisest 
to assume, at least for the present, 
that screen process is limited to flat 
multicolor reproduction-poster or 
wood block technique. The best re- 
sults are achieved when the artwork 
is designed in flat areas with distinct 
color boundaries. However, in the 
realm of line reproduction by photo- 
screens, the process is capable of 
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achieving very fine and _ distin- 
guished work. 

Another drawback to screen proc- 
ess has been rather high cost of pro- 
duction in the larger quantities. This 
is still true to some extent—but with 
the advent of automatic printing 
presses, the limitation is diminish- 
ing. Heretofore, all screen printing 
was done by hand. The rate of pro- 
duction: about 200 to 350 impres- 
sions an hour, depending on the 
nature and size of the stock. That is 
indeed a snail’s pace compared with 
lithography or gravure. As a result, 
costs were high when quantities 
were large. Today that situation has 
been altered by the introduction of 
automatic screen presses that can 
turn out work at a clip of 1,000 to 
2,000 impressions an hour! However, 
that speed up and consequently low- 
ered cost of production is confined 
only to those jobs that fit the size 
of the existing automatic presses, 
the maximum printing area being 
a6” x 4B”. 

Another limitation, or rather tech- 
nical difficulty, not felt by the buyer 
of screen process work as much as 
by the producer himself, is the rath- 
er slow drying qualities of most 
screen paints. It has been the prac- 
tice to place each wet print into an 
individual drying rack and allow 
sufficient drying time before follow- 
ing up with the next color. The paint 
chemists have not been able to keep 
up with the press engineers. The 
presses can screen prints much 
faster than it is possible to dry them. 
Thus while it is theoretically possi- 
ble to get stepped-up printing that 
runs into thousands per hour, no 
way as yet has been found to get 
the prints to dry fast enough for the 
machine to run with throttle wide 
open. Various artificial drying sys- 
tems are presently being experi- 
mented with to overcome that pro- 
duction drawback. 


> Evidently, the limitations of the 
process are overshadowed by its 
unique and far reaching possibilities, 
as indicated by the fact that screen 
process is now accepted as one of 
the major processes on the list of the 
buyer and user of printing matter. 
The process, because of its versatil- 
ity, does not belong to advertising 
alone. It reaches over into indus- 
trial finishing, toy and furniture 
decoration, lampshade printing, etc. 
It is a popular medium for car cards, 
signs, window displays and point of 
purchase advertising, publication of 
brochure and presentation books, 
gift wraps, greeting cards, packag- 
ing, color inserts, 24-sheet posters, 
printing on vinyl and other plastics, 


Automatic silk-screen equipment 
for speed and economy. Spe- 
cialists in short run, large sur- 
face printing for outdoor and 
indoor advertising. 


4-COLOR SCREENOLITH 
PROCESS 


SOLID COLOR PRINTING 
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The highest quality, lowest cost 
silk-screen printing in the United 
States. 


1570 S. FIRST ST., MILWAUKEE, WIS. 


OFFICES IN: New York @ Boston ® 

Pittsburgh ©@ Detroit @ Chicago ® 

St. Lovis @ Dallas © San Francisco 
Seattle @ Portland 


. . 
orc duo pruning twuce 
posters 

window banners 
counter displays 


sales presentations 
mobiles etc. 


*100 - 5,000 - 50,000 
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Complete photographic facilities 
to reproduce from drawings, 
photographs, Ektachromes in line 
or half-tone. 


Up to 32”x45” sheet size 
uniform quality runs 


Full color process reproduction 

Print on rigid and unusual stocks 

Brilliant colors including the new 
loop sales office 


Day-Glo® fluorescents 
re 62 east lake st. 
7 | chicago 
andover3-6900 


and display studio 


printing and finishing Oil COLOR LITHO CO. 





cloth banners and other uses too 
numerous and too varied to list. 
The use of the process is not con- 
civilian production. The 
armed forces in its various branches 


fined to 


is using the process for visual aids 
of all sorts, graphs, large diagram- 


matic instruction charts, emblems, 


decals, morale posters, electronic 


“printed wires,” 
and 


targets, flags, pen- 
armbands, identification 
signs, etc. It is safe to put down in 


nants 


writing that screen process has come 
into its own and that it has become 
an important member of the graphic 
arts family 44 


Catalog Lists Binders, 
Page Protector Styles 


A catalog of binders and acetate 
folders for protecting sales presen- 
tations, artwork, research data, 
books and valuable papers of all 
types has been issued by Joshua 
Meier Co. (New York). The 36- 
page booklet describes and _illus- 
trates 23 different categories of the 
company’s Visible Products Dis- 
plays line. 

The binders are available in 
leather, leatherette and plastic, and 
in sizes ranging from 7” x 5” to 





large newspaper sizes of 24” x 18”. 
Among the styles mentioned are a 
zipper case with disappearing han- 
dles, a cowhide display album and 


a wirebound album with 
pockets. 

The catalog lists acetate protec- 
tors of all types ranging from win- 
dow display holders and looseleaf 
notebook pages to card cases and 
magazine covers. 


memo 
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Revise Dates for PIA 
Washington Convention 


Dates of the Printing Industry of 
America convention have _ been 
changed from Nov. 16-19 to Oct. 5-8. 
The changes have resulted in new 
closing dates for the printer’s and 
lithographer’s self advertising con- 
test. Entries must now reach judges 
by Sept. 11. 

Because of the new contest closing 
dates, the period during which en- 







tries must have been produced has 
been changed. Only material pro- 
duced between Sept. 19, 1952 and 








Harold Kaplan, 
Account Executive 
and Supervisor 

of Production. 
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2241 S. Wabash Avenue, Chicago 16 
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Sept. 11, 1953 will be considered. 
Details are available from W. T. 
Clawson, advertising manager, Mil- 
ler Printing Machinery Co., 1101 
Reedsdale St., Pittsburgh 33, Pa. 
While the dates have been changed, 
the convention will be held in the 
original location—Washington’s 
Shoreham Hotel. 44 





Plan Convention Program 





Program plans for the 1953 Screen 
Process Printing Assn. convention 
to be held Nov. 1-4 in New York’s 
Hotel Statler have been announced 
by chairman Frank F. Stark of the 
Union Ink Co. and association pres- 
ident Joe Grossman of Masta Dis- 
plays. Special panels will discuss 
such topics as screenmaking, direct 
and indirect; knife cut screenmak- 
ing; paper stencils; special technique 
and effects; drying; business admin- 
istration, and other subjects. 


Exhibit House Organs 


A public showing of house organs 
is being sponsored by Wetzel Bros. 
(Milwaukee) printer and _ lithog- 
rapher, at the Wetzel galleries. 
Featured in the exhibit are selected 
samples of leading internal and ex- 
ternal publications, both industrial 
and commercial. The showing rep- 
resents a cross section of American 
and Canadian efforts ranging from 
simple one-color jobs to more elab- 
orate multi-color booklets. 
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New Development... A group of 
executives of Switzer Bros., Popular Science 
Monthly and McCall Corp. inspect the first 
press run using the newly developed Day- 
Glo letterpress ink. Its arrival was heralded 
by an illustration on the front cover of the 
May issue of Popular Science. 


Develop Fluorescent 
Inks for Letterpress 


Seen for the first time on the May 
cover of Popular Science Monthly 
is a new daylight fluorescent ink for 
letterpress. It is said to make the 
brilliant Day-Glo colors now easily 
available for many jobs in the pub- 
lishing and advertising fields. To 
demonstrate its practical printing 
qualities for high-speed color work, 
the new ink is being used for the 
first time in a press run of more than 
a million copies. 

The flaming brilliance of an atomic 
bomb explosion, pictured on the 
Popular Science cover, is brought to 
life with the extra brightness of the 
Day-Glo ink. The five-color illustra- 
tion was printed with four regular- 
type inks in combination with the 
new ink which exhibits the charac- 
teristic glow of the daylight fluores- 
cent colors. This new ink was devel- 
oped by Interchemical Corp., licensee 
of Switzer Bros. Inc. (Cleveland). 

“IT have seen two atomic bombs 
burst,” Volta Torrey, editor of 
Popular Science says in an explana- 
tory note in the May issue, “and this 
is the finest portrayal of the fiery 
sight that I have ever seen on a 
printed page.” Because of their 
fluorescent properties, the Day-Glo 
colors are many times brighter than 
the brightest conventional inks in 
use today. 


> Popular Science is produced in 
the McCall Corp.’s huge printing 
plant in Dayton, O. Working on this 
test of the new inks with the staff of 
McCall Corp. and Popular 


Science 


June, 1953 


were Milton Zucker, technical assist- 
ant to the president of Interchemi- 
cal Corp., and Joseph L. Switzer, 
vice president in charge of research 
of Switzer Bros. 

The brilliant daylight fluorescent 
colors were discovered and devel- 
oped commercially by the Switzer 
firm which controls a number of U.S. 
and foreign patents of pigments, 
products and processes in this new 
color field. The story of the new 
glowing colors and their use by the 
armed services and many industries 
is told in a feature article in the May 
issue of Popular Science. “The 
graphic arts must continue to pro- 
gress to hold their place in American 
life,” says Godfrey Hammond, pub- 
lisher of the magazine, “and Popular 
Science Monthly is proud to partici- 
pate in this first major test of an 
interesting new means of improving 
printing.” 

The illustration in which it will be 
used was designed by Howard Jen- 
sen, art editor of the magazine, and 
a special painting based on study of 
color photographs supplied by the 
Atomic Energy Commission was 
made by Ray Pioch from pigments 
supplied by Switzer Bros. 44 


Describe Salesmen’s 
Presentation Books 


A variety of salesmen’s presenta- 
tion binders, display cases and port- 
folios are described and illustrated 
in a folder issued by Sales Tools Inc. 
(Chicago). In addition to a wide 
variety of stock binders, the folder 
shows several special “sales tools” 
for display of such items as tile, 
literature, magazines, paint 
and catalogs. 

The folder points out that “the 
new trend in selling is to give the 
prospect something to look at, and 
if possible, feel—in addition to giving 
him something to hear.” 
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LNA Convention Opens 
This Month in Chicago 


The 48th annual convention of the 
Lithographers National Assn. will 
open at Chicago’s Edgewater Beach 
Hotel June 16 and continue through 
June 18. The theme of this year’s 
convention will be ‘“Management’s 
Responsibilities under the Free En- 
terprise System.” Nationally-promi- 
nent speakers will be featured on 
each day’s program. In _ addition, 
there will be a showing of the 
traveling show of award winners in 
the third Annual LNA Lithographic 
Awards competition. 
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BUYERS 


call 
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for portfolios 
sales kits 

FREE easel binders 

IDEAS merchandise- 
presentations 


Algonquin 5-2552 


Fastest Service 
in Town 


Lithographer 
Lauds 


RESULTS from 
AR Advertising 


Mr. A. H. MEYER, 
Vice President of 
OBERLY & NEWELL 
LITHOGRAPH CORP., New York, 


writes: 


‘| thought you would be 
interested in knowing about 
the fine response we re- 
ceived .. . The number and 
caliber of these inquiries 

is most gratifying ... re- 
sulted in some very good 
prospects and orders."’ 


Advertising 
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... The First Essential of Good Typography 


Advertising personnel is astonish- 
ingly varied in its qualifications. 
The business or profession, as you 
will, is unique in that its members 
start at the top, and thus escape en- 
tirely all need for knowing the rudi- 
ments. Art directors are not all as 
skilled as Bill Irwin, Gene Heiffel, 
Brad Thompson, or Lester Beall. 
Production managers often know 
rather less than such masters as Mil- 
ton Zudeck, Frank Powers, and Jim 
Secrest, for example. How little 
about the potentialities or niceties 
of good typography is known by the 
average Advertising manager and 
this fact is bounteously and pain- 
fully demonstrated by the work they 
turn out. Yet, all of them have to 
work with type, and many of them 
have an earnest desire to know more. 

The recognition of even the most 
used type faces, and anything of their 
origin and background, seem to be a 
closed book to production managers 


Differences in Type ... The chart be- 
low shows the great amount of difference 
between various popular type faces. Each 
bar represents a character of 60 pt. type 
The horizontal lines each represent two 
points. The black bar shows the heights of 
caps; the darkly shaded bar the heights of 
lower case letters, and the lightly shaded 


areas the ascenders and descenders. 
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SPARTAN MEDIUM 
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STYMIE BLACK 
EMPIRE - STENCIL 
KAUFMANN 





BERNHARD MODERN 


PHENIX 
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By A. Raymond Hooper, Advertising Typographer 


in many agencies, and a non-existent 
subject to manufacturers’ advertis- 
ing departments. Hence, the disdain 
often expressed for what they don’t 
know and don’t want to. Others de- 
cry any stress on the spiritual signifi- 
cance of the various type faces. They 
insist they can do anything with any 
type, but carefully sidestep any proof 
further than to show what they can 
do to type. 

Even Fred Goudy pooh-poohed 
the claim for type personality and 
then admitted that type should be 
selected for its suitability to the sub- 
ject. More recently, Dr. Ovink, of 
Type Foundry Amsterdam, said it’s 
a “dogma disproven (sic) time and 
time again,” and goes on to prove he 
hasn’t grasped the essence of what he 
calls a dogma. All that such skeptics 
“prove” is that they have a blind 
eye, but none of them would set a 
grocery list in Eve, DeRoos, or Eg- 
mont, or could without loss of ef- 
fectiveness. 


> No one in his senses ever contends 
that because a type face does have 
a personality, it can be used for one 
thing only, any more than because a 
man has a personality he can work at 
only one kind of job. Nor are those 
who can and do perceive the spirit 
behind the face, and skillfully apply 
it to their purpose, by any means 





BOOKMAN 
LYDIANS 

ULTRA BODONI 
NICOLAS COCHIN 











CASLON NO. 471 


464-——_—_—_— 


BASKERVILLE 
CENTURY EXPANDED 


BERNHARD GOTHIC 
| BODONI 





CASLON NO. 540 


GARAMOND 


robots, as Dr. Ovink submits. The 
idea of type personalities can be 
pressed too far, but so it can, and 
often is, with human personalities. 

With whatever face you choose, 
the first essential of good typography 
is to realize that its very life is space. 
Space around the mass, between the 
lines, between the words, and often 
between the letters themselves. A 
solid block of type can be set without 
any margin, close up to an enclosing 
illustration, and yet look beautiful. 
William Morris did it in his Kelm- 
scott books; handsome productions, 
though I don’t know of any one who 
ever reads them. But if a modern 
PM did it he’d be fired, and well 
ought to be. It takes a Morris to 
do it well, and he wasn’t engaged in 
advertising. 


> How much space to put between 
lines depends on what you're trying 
to do and what you’re doing it with. 
Spacing for elegance, for artistic ef- 
fect, is one thing, and you can let 
your conscience, and what you can 
get away with, be your guide. Spac- 
ing for legibility is something else. 
Still, a mathematical standard is as 
much out of place as in naming a 
point size to designate the size of let- 
ter. Oldstyle types should be leaded 
sparingly, as a rule, while Moderns 
usually eat it up. But, if you don’t 
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The Monsen composing room isa pattern of efficiency. 
Every known device for improving typesetting is in operation here. 


Why spend your valuable time on typographic details when you can turn them 
over to competent authorities at no additional cost. When you use Monsen 


t he easy way typographic services you are assigned a highly trained serviceman who makes 


it his business to know exactly what you want. It’s just like adding a free type 
expert to your staff. He is always available to see that your instructions are 

to better carried out... to counsel ...or to specify ... just as you wish. And behind 
your Monsen serviceman are the most complete and up-to-date typesetting 


typography facilities in the U.S.A... . offering more than 750 type styles and all foreign 


languages. Airmail puts you within a few hours of one of Monsen's three plants. 
24-hour service assures rapid return of proofs. 
Use coupon for full information ... and free type book. 


You have your own type expert. 


Tt ere tS no OD 


V 


Gentlemen: Please send me a copy of your 
Typographic Handibook and full information 
about your nationwide service plan 

Every form is locked up for proofing. Special processes assure sharper proofs. 
name 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W 


company 


address 


Nionsen-Chicago, Inc. 


city 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 





lead Bookman, you'll kill it, and 
Bodoni doesn’t need as much as it 
always likes to get. The reason? 
Well, the ascenders and descenders 
together of Bookman measures 
50°. of its body height, while those 
of Cloister, Bodoni, and Caslon 471 
add up to about 62%. Set each solid 
in a block of 12-pt., and one will 
look choked, while the others stay 
serene. Lead the Bookman three 


points, and you'll save its disposi- 
tion. Most of the modern sans serifs 
need the same treatment, for the 
same reason. 

Futura amply spaced can be very 
lovely, yet I find so many PM’s use 


PH 
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NO TYPE USED 
IN THIS AD! 


inyone in your office can set perfect head- 
lines, body text, with Fototype. Easy, fast, pro- 
fessional. Cuts type costs by as much as 90%. 
Use for house organs, ads, direct mail, catalogs, 
brochures--even letterheads' Clean, shar pchar 


acters for offset or silk screen reproduction 


Over 250 styles and sizes. Get free catalog today! 


413 ROSCOE STREET 
CHICAGO 


NOW AVAILABLE 
IN NEW YORK 


ON FILM 
ON PAPER 
ANY SIZE > MANY FACES 


Display, body, tabular... all set at 
machine speed. Beautiful, sharp, 
smear-proof. Perfect for offset, gra- 
vure, photoengraving, silk screen. 


TYPE SPECIMEN BOOK ON REQUEST 


GILCAR CORPORATION 


202 E. 44 St., New York 17, N. Y. 
Telephone MU 2-2560 
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it for “legibility,” which it does not 
excel in, and set it solid, which 
makes it look cheap and coarse, as 
well as helps destroy whatever legi- 
bility it had. When this is done in a 
positive plate, it becomes noticeably 
worse, and is in itself justifiable ex- 
cuse for mayhem. 


> Space between letters can be han- 
dled correctly only by one with a 
sensitive eye. Lower-case letters 
should not be letterspaced 
period! Few compositors seem to 
know that, however, and often do it 
to save themselves the trouble of re- 
setting a line. Caps are many times 
improved by slight letter-spacing, 
and in some combinations of letters 
it is imperative. 

Take the word “BOOKKEEPER.” 
The very nature of type prevents 
setting the two OO’s and the PE any 
closer than they are cast. So a cop- 
per thin or brass space or even a 
one or two points must be made to 
separate the other letters, to make 
the line look evenly spaced. How 
much to add depends on the type size 
and the contrast between letters to 
be optically evened. 

In many cases, a line of caps can 
be made to look more elegant by 
letter-spacing more than is needed 
merely for evenness. This is entirely 
a matter for artistic judgment, but 
always the need is with us to have 
the finished line look optically even- 
ly spaced. 


> I frequently run across what is to 
me amazing ignorance of the ele- 
mentary characteristics of type. Only 
recently, a PM told me he had only 
lately learned that point sizes of type 
didn’t mean anything .. . that the size 
letters of, say 10-pt. type could, and 
did, wander all over the lot. Well, 
point sizes were not originally de- 
vised for the convenience of adver- 
tisers or advertising men, but for 
printers. There are lots of reasons 
why the apparently senseless varia- 
tions are warranted. To explain this 
here would involve teaching type 
founding. Maybe some other time 
the editor will let me tell you the 
whys. 

One AE I worked with had an 
iron-clad rule that no ad of his 
should ever be set in smaller than 
9-pt. type. For six months or more, I 
specified for a series of his cramped- 
space ads 6 pt. Memphis, and he was 
delighted . . . they looked and read 
fine. 

If any present reader has or can 
refer to a copy of my Type Tables, 
and will turn to page 36, he will learn 
that three 8 pts., four 10 pts., five 
11 pts., eleven 12 pts., and two 14 
pts. all will set line for line. Nat- 
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Type Varieties .. . These examples, all 
in 18 pt., show the great difference in type 
faces. 


urally, the Beton Wide is a large 8 
pt., and the Piranesi is a mighty 
small 14 pt., but this, and similar 
complications, show the silliness of 
ruling according to point sizes. 


>» As with body types, so it is with 
display faces. And therein lies a trap. 
It is a common practice to use for 
emphasis and heading contrast two 
different faces in one line. But two 
60-pt. display types are not neces- 
sarily of the same height, any more 
than two body types are of the same 
width. For example, sticking to a 
60 pt. for easy illustration, Balloon 
caps are 40 pts. tall, while Empire 
and Stencil are 58 pts. and Cloister 
only 38 pts. Spartan Medium lower- 
case letters are 26 pts. high; Spartan 
Black Condensed, 30 pts., Kaufman, 
20 pts., and Typo Script, 14 pts. 

Further, the fact that caps of one 
face are taller than another never 
signifies that ascenders, descenders, 
and short letters move up and down 
in the same relation. The accom- 
panying chart illustrates this for 33 
faces. All are based on 60 pt., and 
each horizontal line marks two 
points of height. When combining 
faces, whether in display or body, it 
is well to know in advance that they 
will line up with each other top and 
bottom. Discrepancies are _ bad 
enough in text matter; they look 
grotesque in a heading. 


Typography is an almost inex- 
haustible subject. Space here for- 
bids discussing more than a few 
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highlights. Paragraph indications, 
widths of lines, treatment of initials, 
and many similar elements enter 
into the common problems. A life- 
time can be spent learning only the 
fringe of the subject. I have been 
at it for 40 years, and, without ego- 
tism, am frequently amazed at what 
I don’t know. 

But it is not essential that every 
advertising PM or AD be a Bruce 
Rogers or Carl Rollins. This is a 
commercial application, in which 
craftsmanship can be exercised 
within relatively narrow limits of 
time and expense. That, however, is 
no excuse for careless or sloppy 
work. One need not be an expert 
cabinet maker to know the relative 
functions of a hammer and chisel. 
Typography is a tool that reveals at 
a glance the standards and skill of 
any one who attempts to use it. Used 
improperly, it reflects on the client 
who pays the bills even more than 
it does on the careless or unwork- 
manlike specifier. 44 


Gilcar Publishes New 


Fotoset Type Folder 


The Gilcar Corp. (New York), said 
to be the first all photographic 
typographers, has published a new 
eight-page folder illustrating the 
type-faces available from Gilcar’s 
Intertype Fotosetter photographic 
composing machines. 

A variety of type faces—Basker- 
ville, Bodoni, Brush, Century School- 
book, Futura, Garamond, Lucia and 
Lydian—are shown in the booklet. 
They are available in sizes ranging 
from six to 36 points and in a variety 
of weights, some with italic. 

A special feature of the booklet is 
a simple copyfitting system to be 
used with all faces available from 


Gilcar. 
For your copy circle No. 651 on the 
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Effemera 


An unusual collection of typo- 
graphical gems has been privately 
printed by two of the nation's top 
type experts—P. K. Thomajan and 
G. H. Petty. Using only type for 
illustrations, the collection, called 
“Effemera,'’ presents 19 random 
comments on an age-old subject, 
Woman. Typical: 
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Bernhard Type Designs 
Shown in New Booklets 


Advertising applications of Bern- 
hard Modern, Modern Bold and 
Tango are shown in a new multi- 
colored booklet published by Amer- 
ican Type Founders (Elizabeth, N. 
J.). The 12-page booklet includes a 
variety of uses for the three newest 
type faces designed by Lucian Bern- 
hard. 

Included in the booklet is an in- 
teresting profile of designer Bern- 
hard, who has designed some 30-odd 





type faces. In the profile, Mr. Bern- 
hard points out that Bernhard Mod- 
ern was designed primarily for use 
on coated stock—‘“to get all the spice 
and contour of the metal without 
counting on ink-spread.” 

Advertising applications of the 
new faces shown in the booklet 
range from fashion and furniture 
ads to travel posters and menus. 

To accompany the booklet, ATF 
has published three specimen sheets 
showing all sizes of the three new 
Bernhard faces. 
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OFFERS A 
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It’s called Phototype. It’s Warwick's 
sensational, new method of machine- 
setting type directly on film or paper 
Headings, body, tabular matter... all 
composition set automatically and less 
expensively. Does away with large 
hand-set type... machine-set type can 
be enlarged to 288 points or more. This 
advertisement was set with Phototype. 
Write for complete Phototype story 


WARWICK TYPOGRAPHERS, INC. 


Dept. F-6, 920 Washington Avenue, St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


WARWICK PHOTOTYPE 













cm. 


Specimen Book . . 


specimen book illustrates available sizes of 


This new 32-page 


Linotype’s Caledonia face. 


Uses of Caledonia 
Shown by Linotype 


Linotype’s Caledonia typefaces 
are featured in a new 32-page speci- 
men book just published by Mergen- 
thaler Linotype Co. (Brooklyn). The 
complete range of sizes from 6 to 
36 pt. is illustrated. 

An interesting account of the de- 
velopment of Caledonia by W. A. 
Dwiggins is included in the booklet. 
It explains how Mr. Dwiggins started 
with Scotch Modern and attempted 
to redesign this “work horse” face 
into a type more compatible with 
modern typography. Early efforts 
led to an attempt to combine Scotch 
with Baskerville, Bodoni and Didot. 
These combinations failed to give 
Linotype the new face desired, but 
directed attention to a combination 
of Scotch with Martin. 

Caledonia grew out of this com- 
bination. However, the final effort is 
neither Scotch nor Martin, but, 
while touching on both of them, a 
completely new face. 
> Linotype’s booklet not only shows 
all available sizes of Caledonia and 
the companion italic, bold and small 
caps, but presents a handy portfolio 
of applications of the new face. 

A special section of the book 
shows 37 decorative units and 13 
flower and floret border matrices 
designed by Mr. Dwiggins to supple- 
ment Caledonia. A back cover chart 
gives copy fitting information. 
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Show Ludlow Faces 


One-line specimens of 31 Ludlow 
typefaces are illustrated in a four- 
page folder issued by Ludlow Typo- 
graph Co. (Chicago). The folder 
contains several colorful samples of 
printed materials which use Ludlow 
faces. 
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Monsen Manual Lists 


Trans-Adhesive Faces 


Monsen-Chicago Inc. (Chicago) is 
distributing a manual of its Trans- 
adhesive Impression type faces for 
layouts, assemblies and for applica- 
tion on overlays. Hundreds of dif- 
ferent sizes and styles of type faces, 
available on transparent acetate 
sheets, are listed in the 46-page 
manual. 


Monsen’s Trans-adhesive Impres- 
sions are designed to be used in 
place of regular etched proofs where 
paste-ups require close register, 
transparency or numerous small de- 
tails. The type matter is printed in 
any color desired on clear acetate 
which has pressure-sensitive adhe- 
sive backing so that it may be 
mounted easily. 


The type manual lists many pop- 
ular styles, which are available as 
Trans-adhesive Impressions. Sym- 
bols, popular type ornaments and 
accents for foreign letters are also 
available. 


Complete directions on how to 
order the impressions are given. The 
booklet is well indexed for easy 
reference. 


Our cop 


For 
Reader's Serv 


Columbia Establishes 
Graphic Arts Center 


Columbia University is establish- 
ing a Graphic Arts Center on the 
Morningside Heights campus. The 
announcement was made by Dr. 
Grayson Kirk, president of the Uni- 
versity who named Thomas Roy 
Jones, president of Daystrom, Inc., 
chairman of the program to raise the 
necessary funds. A goal of $750,000 
has been set. 


Columbia plans to open her un- 
paralleled resources to the industries 
on a service basis for research, study 
and exhibition purposes, and will 
train administrative and executive 
talent for the Graphic Arts Industry 
in all of its phases. More than 30,000 
volumes and over 100,000 items pres- 
ently stored in the Columbia li- 
braries will be made available to the 
industries. 


Included in the Columbia holdings 
are many of the outstanding graphic 
arts collections in this country. Ex- 
amples are the former American 
Type Founders Typographic Library 
and Museum, the Epstean collection 
on the history of photographic proc- 
esses as they relate to printing, the 
complete file of books published by 


the Overbrook Press, a valuable col- 
lection of lithographs covering a 
century of the art furnished by the 
Sun Chemical Corp., and a full set 
of the “Fifty Best Books of the 
Year” contributed by the American 
Institute of Graphic Arts. 


> The first step in the Graphic Arts 
Center plan will be to catalogue 
these unique materials and make 
them accessible to people in the in- 
dustry and to students. A workshop 
will then be provided to which com- 
panies can send employees for study 
of original graphic arts materials. 
Later on seminars and lectures will 
be given, according to the plan, 
looking toward improved techniques 
in present day printing. Photo- 
graphic reproductions of material in 
the collections will be made avail- 
able at cost. 

An enlarged educational offering 
in the graphic arts subjects has al- 
ready been instituted. The School of 
General Studies, which specializes 
in adult education for regularly- 
employed people, is accelerating its 
training program so as to make pos- 
sible, for the first time, a Bachelor 
of Science degree with a Major in 
Graphic Arts. Courses presently be- 
ing given cover: the fundamentals 
of printing, printing types, color in 
industry, etching and lithography, 
calligraphy, book design and pro- 
duction, editing and_ publishing, 
principles of advertising, and funda- 
mentals of bookbinding. 44 


Unitized Offers Eight 
Unit Lettering Styles 


Unitized Lettering Inc. (New 
York) is offering a two-color folder 
and sample sheet showing its Greig 
system of prespaced, connected units 
of paste-up lettering for headlines, 
etc. The system simulates handlet- 
tering styles. 


The lettering alphabets are de- 
signed in multiple units for faster, 
easier paste-ups. For example, com- 
mon words such as and, gone and 
extra comprise one unit. Single let- 
ters are also included in each set. 


Eight different styles are now 
available—Brochure, Display, Dom- 
ino, Poster, Bulletin, Random all 
caps and Random caps and lower 
case. The folder suggests many uses 
such as house organ headlines, 
newspaper ads, letterheads, for the 
lettering units. Each set consists of 
nine sheets of one style and is priced 
at $10. 


For your copy circle No. 656 on the 
Reader's Service Card inside back cover 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 
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BUTTONS & BADGES 
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YARDSTICKS & PAINT PADDLES 


* 
@ MECHANICAL & WOOD PENCILS 
8 
* 


CHARTS & POCKET CALENDARS 
@ BALLOONS & KIDDIE GIFTS 


.. and many other friendly reminders and 
luxurious gifts in metal, plastic, cloth, 
glass, paper, wood, leather, etc. 


PRICED RIGHT — FAST DELIVERY 


US 


SING Aaa 


FURNISH 
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se. 2e 2 ©2242024200000808707088 
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Engraving Guide 


SURPRINTING PROBLEM? 


Solve it instantly with the 
NEW SURPRINT Guide 


This NEW, SURPRINT Guide, printed on 
long-lasting clear plastic, will show you type 
or line drawing distortions caused by halftone 
screens from 10% to 50% in 60 to 133 line. 
Proven by more than 1000 production men, 
artists, engravers and printers in the past year 
alone! Prove it yourself! 

Send for yours TODAY! Money back if not 
satisfied! Price $2.80. 

The SURPRINT Guide Dept. A 
P.O. Box 1738 Grand Central Sta. 
New York 17, New York 





Labels 


Py ah 


Na as 


Buy FENT-ONAMEL Labels - sold ex- 
clusively by mail: more than 140,000 regular 
customers. Finest quality; one color or many 
any quantity from 1,000 to a million or more 
2500 different sizes and shapes to choose 
from; printed to Your Specifications. 


WRITE TODAY FOR FREE SAMPLES 


At Bae 


ESTABLISHED 1898 


ERP Aa ee ee 


June, 1953 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
@ cUuTS 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
CO., INC. 


FOR QUALITY 
LEAR ae a 
Pw a waa 
MAT Ba 


fet oe 


MAT & STEREOTYPE CO. 


1441 FREEMAN AVE., CINCINNATI 14, O. 


Charts 


CHARTS... 


PRESENTATIONS 
We can help 
you make yours 
outstanding 


GRANTHAM GRAPHICS 


111 West Jackson Blvd. 
Chicago 4 


Phone WAbash 2-7751 


SCREEN PROCESSED . . . METAL 
BAKED ENAMEL SIGNS 


ENAMEL PRINTERS INC. 
110 N. 3RD. ST. RICHMOND, VA. 


Displays 


free consultation 


on P.O.P. problems 


BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 


Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quantity) that really help, 
write for literature, infor- 


mation or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-562) 


Displays. 


ME W/NDOW O/SPLAYS 
Mam DEALER A/0S 
Mmmm PRESENTATIONS 


MARDOR 


REPRODUCTIONS 


717 LYONS AVENUE 
Irvington 11, N.J 


Artists Materials 


Send a 
ay Oe Nt , aires 
eg a err ee 


\ 
PER Aol L ae 


Personalized Incentives 


For that extra incentive 
Fine Oil Paintings on 
Satin with your name 
trademark, etc. A steady 
reminder for years 
La FORET STUDIO 
Islip Terrace, N. Y. 
(Production limited 


Typographers 


IT’S MORE FUN 
requiring thought, symmetry and 
| skill. . that’s why we specialize in 
ff ‘keyed” ads. Our co-operation with 
JAY P agencies produces results... write. 


WALK advertising Sapuamunaiae 


11 E. HUBBARD ST., CHICAGO 11,1LL. MO 4-6134 
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EOD, Foreign Language Division 


oO 
36 


330 Ww. 42 ST.,N.Y. 
ee 


Typesetting in English 
and over 600 
noe and Dialects 


KING TYP 


F Re GNe 
SERVI 
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Ad Showcard & Display Studio........ 
American Type Founders 

Brownie Mfg. Company 

Coating Products............ 

Collins, Miller & Hutchings, Inc 

Copeland Displays, Inc............... 
Courtesy 

Drey, Inc., Walter...........--++++.. 
Enamel Printers, Inc 

0 rer ee 

Falulah Paper Company.............. 
rs cobinacnkeawnaianes 
Fototype 

Freedman Cut-Outs.................. 
Garden City Envelope Co 

Gaw-O'Hara Envelope (o............. 
General Outdoor Advertising Co........ 
Gilcar Corporation 

Grantham Graphics 

Graphic Arts Corporation of Ohio 
Hamilton & Sons, Inc., W. C 

Hinde & Dauch 

International Color Gravure, Inc 
Intertype Corporation. ..Inside Front Cover 
lvel Corporation 

K -& M Engraving Company 

Kaufmann Mat & Stereotype Co., The... 87 
Kier Photo Service 

King Typographic Service Corp 
Kubin-Nicholson 

LaForret Studio 

Lake Shore Electrotype Co 


Lanston Monotype Machine Co 
Inside Back Cover 


Letter Shop, The 
Maher Printing Company, John........ 
Major Photo Co 


Manhattan Office Equipment Co 
Mardor Reproductions 

Miller Advertising 

Minute Man Line, The 

Mitchell, A 

Modern Clock Adv. Co 

Monarch Matrix & Stereotype Co., Inc... 
Monsen-Chicago 

Moss & (o., M. E 

Neenah Paper Company 

Nelson Associates Inc 

Neon Products, Inc 

Oberly & Newell Lithograph Corporation. 31 
Ohio Advertising Display Co 

Palm, Fechteler & Co 

Partridge & Anderson Company........ 
Pioneer Rubber Company, The 

Be EE caccance eine amend 
Rapid Copy Service, Inc 

RCA Victor Custom Record Sales 

Reilly Electrotype Company 

Rogers Engraving Company 

Rupert, Wm. F 

Sander Engraving (o., Inc 

Service Bindery Co., Inc 

Shopping News Press 

Sickles Photo-Reporting Service 

Sloves Mechanical Binding Co., Inc 
Surprint Guide, The 

Texlite, Inc 

Volk, Jr., Art Studio, Harry 

Walk, Jay P 

Warren Company, S. D 

Warwick Typographers, Inc 

Western Newspaper Union 

Wilson-Jones Company 


Wold Air Brush Mfg. Co 


Coming Conventions 


JUNE 


8-10 Nat’! Sales Executives—Chalfonte- 
Haddon Hall, Atlantic City, N.J. 

Assn of Newspaper Classified Ad- 
vertising Managers, 33rd an- 
nual convention—Hotel Chase— 
St. Louis. 

Advertising Trades Institute’s Ad- 
vertising Essentials Show—Hotel 
Biltmore—New York. 

Am. Marketing Assn — Summer 
Meeting—Montreal, Canada 
Nat’l Business Publications, an- 
nual meeting—The Broadmoor 

—Colorado Springs, Colo. 

Int’l Graphic Arts Education 
Assn, Annual Conference on 
Printing Education—Hotel Stat- 
ler—New York 

Advertising Federation of Am.— 
annual convention—Statler Ho- 
tel, Cleveland 

Lithographers Nat'l Assn—Edge- 
water Beach Hotel—Chicago 

Advertising Assn of the West— 
Annual Convention — Fairmont 
Hotel, San Francisco 

Nat’l Industrial Advertisers Assn 
— Hotel William Penn — Pitts- 
burg 

Newspaper Advertising Executives 
Assn—Somerset Hotel—Boston 

27-July 1 Nat'l Assn. Display Industries— 
Conrad Hilton Hotel—Chicago 


JULY 


16-17 Nat'l Assn of Exhibit Mfrs—White 
Sulphur Springs, W. Va. 

30-Aug. 1 Educational Film Library Assn— 
Hotel Sherman—Chicago 


AUGUST 


17-21 Photographers Assn of America— 
Conrad Hilton—Chicago 

29-Sept.3 Advertising Specialty Institute, 
advertising specialty show—La- 
Salle Hotel—Chicago 


SEPTEMBER 


13-16 Printers Supplymen's Guild—Dal- 
las 
14-18 Outdoor Advertising Assn _ of 
America, 56th annual conven- 
tion—Shamrock Hotel—Houston 
Assn of Nat’l Advertisers, annual 
meeting—Drake Hotel—Chicago 
Mail Advertising Service Assn-— 
Hotel Statler—Detroit 
30-Oct.2 Direct Mail Advertising Assn — 
Hotel Statler—Detroit 


OCTOBER 


4-7 Advertising Specialty Nat'l Assn.— 

Palmer House—Chicago 

Inland Daily Press Assn, annual 
meeting — LaSalle Hotel — Chi- 
cago 

Printing Industry of America con- 
vention—Shoreham Hotel— 
Washington, D.C 

Am Photoengravers Assn — Hotel 
Statler—Boston 

Boston Conference on Distribu- 
tion, 25th anniversary meeting— 
Hotel Statler—Boston 

Agricultural Publishers Assn—an- 
nual meeting—Chicago Athletic 
Club 

Midwest Intercity Conference of 
Women’s Advertising Clubs of 
the Advertising Federation of 
America—Edgewater Beach Ho- 
tel—Chicago 

Engineering Conference, Techni- 
cal Assn of Pulp & Paper Ind. 
—Mt. Royal Hotel, Montreal 


NOVEMBER 
1-4 Screen Process Printing Assn, 
Int’l—Hotel Statler—New York 


5-7 Southern Newspaper Publishers 
Assn—annual meeting—Boca 
Raton Hotel—Boca Raton, Fla. 


30-Dec. 2 Int’l Assn. of Fairs & Expositions 
—Hotel Sherman—Chicago 


DECEMBER 


3-4 Nat’l Assn of Exhibit Managers— 
Chicago 
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* Send for these helpful selling tools 


601 /Circle on Readers’ Service card 
The Roundelay 
. musical cigarette carousel described 
in colorful circuiar. (Page 53) 
602/Circle on Readers’ Service card 
Tru-Miniatures 
. scale models of cars, trucks, tractors, 
described in folder. (Page 53) 
603/Circle on Readers’ Service card 
Spotswood Toys and Games 
. catalog of premiums with child appeal. 
(Page 53) 
604/Circle on Readers’ Service card 
Lyre Lamp 
. illustrated circular showing uses of 
plastic lamp with Fiberglas shade. 
(Page 53) 
605/Circle on Readers’ Service card 
Outdoor Barbecue Grill 
; colorful circular showing details ol 
grill. (Page 0d) 
808 /Circle on Readers’ Service card 
How To Keep Warm When It’s Cold " 
. handy folder describing the Jon-E 
Hand Warmer. (Page 53) 
G6OQ7/Circle on Readers’ Service card 
The Idea That Led To saillions os Sales 
. comic book ideas told in comic book 
form. (Page 53) 
608/Circle on Readers’ Service card 
Burgess Is Better 
. 4-page folder telling uses of cellulose 
sponges. (Page 54) 
609/Circle on Readers’ Service card 


Chatham Des-Caddy 
. circular describes the many uses of 
1 [ . cA 
clever desk item. (Page 04) 
610/Circle on Readers’ Service card 


Paint With Numbered Colors 

. catalog containing information of 
simplified painting. (Page 54) 
611/Circle on Readers’ Service card 
Preparation of Art Work for Color Roto- 


. complete ANPA-AAAA report on 
preparation of materials for gravure print- 
ing. (Page 27) 
612/Circle on Readers’ Service card 


Pre-Sensitized PhotoSpeed Plastiplates 


617/Circle on Readers’ Service card 
Miniature Record Player 

. details on a new miniature phono 
graph for displays. (Page 35) 
618/Circle on Readers’ Service card 
POPAI’s Hall of Fame 

. reference book of sales-building dis- 
play ideas. (Page 35) 
619/Circle on Readers’ Service card 
Hirshline Wire Shelf Baskets 


brochure describing new display 
units. (Page 35) 
620/Circle on Readers’ Service card 
Hereford Photograph Album 
. library of Hereford photographs for 
advertising purposes. (Page 38) 


621 /Circle on Readers’ Service card 
Craftint's New Shading Medium 
giant chart showing full pattern 
range of Craf-Tone shading materials. 
(Page 38 


622/Circle on Readers’ Service card 
Clip Books of Ready-to-Use Art 


- « samples of stock art produced by 
Harry Volk, Jr. Studios. (Page 38) 


Readers’ Service Dept. 


1506 


Please send me the following: 


601 602 603 604 605 606 
607 608 609 610 611 612 
613 614 615 616 617 618 
619 620 621 622 623 624 
625 626 627 628 629 630 
631 632 633 634 635 636 
637 638 639 640 641 642 
643 644 645 646 647 648 


623/Circle on Readers’ Service card 
Picture Your Plant 
illustrated folder showing samples of 
aerial photos. (Page 38) 
624/Circle on Readers’ Service card 
Portfolio of Wood Cuts 
. a reference volume showing hundreds 
of wood cuts used for advertising pur- 
poses. (Page 39) 
628 /Circle on Readers’ Service card 
RCS Photograph Library 
. portfolio containing over 350 scenic 
views for photomurals and other uses. 
(Page 40) 
626/Circle on Readers’ Service card 
Bolex Stereo Movies are Easy 
. hints and suggestions on making 3-D 
movies. (Page 43) 
627/Circle on Readers’ Service card 
Commercial Applications of the Stereo- 
Realist 


. folder containing suggestions for use 
of 3-D still camera. (Page 44) 


628/Circle on Readers’ Service card 
Tel-A-Story Projector 
; details on portable projector for 


point of purchase use. (Page 44) 


*® Please print or type information below 


NAME 





TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE —_ 


649 650 651 652 653 654 
. folder describing new plates for offset 
printing. (Page 27) ' 655 656 


613/Circle on Readers’ Service card 
The Phelco Story 

. folder telling about Phelco’s point of 
purchase materials. (Page 32) 


*%Note inquiries for items listed 
not serviced beyond Sept. 15, 1953 


Postage Ne 


: ‘ Postage Stamp 
Will be Paid 

Display Executives’ Idea Service Has Been b Necessary 
Colorized If Mailed in the 

. examples of new display idea serv- Addressee United States 
ice. (Page 32 
615 / Circ 1 Readers’ Service card 
RX for Rising Sales 

. handy reference file for merchandis 
ing displays. (Page 32 
616/Circle on Readers’ Service card 
Idea File 

. . samples of Mystik display materials 

and helpful hints for their use. (Page 34 


614/Circle on Readers’ Service card 


BUSINESS REPLY CARD 


| First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, II. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East lilinois St., 

Chicago 11, Ill. 


> 


Use these return cards 
for publications 
mentioned on this page 
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Requirements 


% Send for these helpful selling tools 


wre E: 
SOTTO 


629/Circle on Readers’ Service card 


Catalogs of Encyclopedia Britannica Films 
. . two catalogs containing information 

on business and industrial films. 
(Page 44) 


630/Circle on Readers’ Service card 
Sayv Adhesive Packet Papers 

. . . folder describing new Nashua pack- 
aging item. (Page 46) 
631/Circle on Readers’ Service card 
Color for Package Printing 

.. « booklet of helpful guides for selecting 
proper ink colors for packages. (Page 46) 
632/Circle on Readers’ Service card 


Labeling Plastic Products 

. . . technical and merchandising aspects 
of labeling plastic products described in 
portfolio. (Page 50) 


633/Circle on Readers’ Service card 

A Checklist for Designing Packages 

. . « folder of helpful reminders for pack- 
age designers. (Page 50) 
634/Circle on Readers’ Service card 


Special Addressograph-Multigraph Tan- 
dem Model 
. . folder describing combination address- 


63S /Circle on Readers’ Service card 


Premo Sports Booklets 
. . - folder describing sports schedules for 
promotion use. (Page 56) 


636/Circle on Readers’ Service card 
Pop-Up Flat Viewer 
. . . details on unusual direct mail piece 


using miniature Kodachrome transparen- 
cies. (Page 59) 


637/Circle on Readers’ Service card 


Dunhill Mailing Lists 
. Teference guide of selected mailing 
lists. (Page 59) 


638 /Circle on Readers’ Service card 


Made To Order Mailing Lists 
. . » portfolio of data on Buckley-Dement 
mailing lists. (Page 59) 


639 /Circle on Readers’ Service card 


Millers Falls Exerase 
. . samples of new bond and onion skin 
papers. (Page 62) 


640/Circle on Readers’ Service card 


Lithographed Letterheads of the Year 
... samples of prize letterheads collected 


ing and imprinting machine. 


Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, Il. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, fl. 


Readers’ Service Dept. 


1506 


Please send me the following: 


601 602 603 604 605 606 
607 608 609 610 611 612 
613 614 615 616 617 618 
619 620 621 622 623 624 
625 626 627 628 629 630 
631 632 633 634 635 636 
637 638 639 640 641 642 
643 644 645 646 647 648 
649 650 651 652 653 654 
655 656 


(Page 56) 


in a spiral-bound booklet. 


* Please print or type information below 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note inquiries for items listed 
not serviced beyond Sept. 15, 1953 
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641 /Circle on Readers’ Service card 
Velva-Glo Kit of Extra Bright Ideas 
. samples of fluorescent papers in 

handy reference kit. (Page 63) 
642/Circle on Readers’ Service card 
TV Greys Showcard 
. .. cardboard wall chart showing values 
of shades of grey on TV. (Page 66) 
643/Circle on Readers’ Service card 
Filmack Storyboards 

- - Mew storyboards for use in preparing 
TV commercials. (Page 66) 
644/Circle on Readers’ Service card 
Look to the Displayers 
- . - portfolio containing a collection of ex- 
hibit ideas. (Page 68) 
645 /Circle on Readers’ Service card 
Ideas For You 
. . illustrated bulletins showing exhibit 
techniques. (Page 68) 
646/Circle on Readers’ Service card 
A Proven Technique With a New Twist 

. - new techniques for salesmeetings de- 
scribed in folder. (Page 69) 
647/Circle on Readers’ Service card 
American Emblem Co. Catalog 

. catalog of badges, coins, tokens. 

(Page 75) 
648 /Circle on Readers’ Service card 
Decal Ways to Sales 
. - « booklet containing helpful hints for 
use of decals. (Page 76) 
649 /Circle on Readers’ Service card 
Catalog of Binders 
. .. binders and acetate folders described 
in 36-page Joshua Meier Co. catalog. 

(Page 80) 
650/Circle on Readers’ Service card 
Sales Tools 
. . « folder describing presentation bind- 
ers, display cases and portfolios. 

(Page 81) 
651/Circle on Readers’ Service card 
Fotoset by Gilcar 
. . - folder illustrating fotosetter faces. 

(Page 85) 
652/Circle on Readers’ Service card 
Bernhard Type Designs 
. . . booklet describing ATF typefaces de- 
signed by Lucian Bernhard. (Page 85) 
6S3/Circle on Readers’ Service card 
Caledonia 
- » « new specimen book for Linotype’s 
Caledonia typefaces. (Page 86 
654/Circle on Readers’ Service card 
Ludlow Typefaces 

- specimen folder showing one line 
examples of 31 Ludlow typefaces. 

(Page 86) 
658 /Circle on Readers’ Service card 
Monsen Trans-Adhesive Type Specimen 
Book 
. . - 44-page manual listing hundreds of 
typefaces available on Trans-Adhesive 
acetate sheets. (Page 86) 
656/Circle on Readers’ Service card 


Paste-Up Lettering 
. . - handy folder showing uses of Uni- 
tized lettering. (Page 86) 


-' 


Use these return cards 
for publications 
mentioned on this page 





The beauty of hand typography 


with the economy of machine composition, 


available only with 


MONO+r 


LANSTON MONOTYPE MACHINE COMPANY 24th at Locust St., Philadelphia 3, Pa. 


BRANCH OFFICES: 116 Spring St., N. W., Atlanta §, Georgia « 170 Summer St., Boston 10, 
Massachusetts « 216 W. Jackson Blvd., Chicago 6, Illin@js « 441 Lexington Ave., New York 17, New York 
55 New Montgomery St., San Francisco 5, California § 


IN CANADA: Monotype Company of Canada, Limited@7 York St., Toront@ 1, Ontario, Canada 


This ad set in Monotype Hess Old Style, No. 242, 8 point and 12 point. 





RED HOT profits for you... 


.. when you advertise with eye-catching 


signs of brilliant Texlite Quality Lifetime 


Porcelain Enamel. ““Red Hot” in design and ie F000 


beauty, Texlite signs make your cash regis- = - Tere 
be wate £0 tals 
ter sing! <a 

VRITE TODAY : : : 

WR ODA Texlite Quality Porcelain Enamel Panels play 
LLUSTRATED PORCELAIN ENAMEL CATALOG a star role in today’s modern architecture. 


MANUFACTURERS OF QUALITY PORCELAIN ENAMEL AND 
PLASTICS FOR THE SIGN AND BUILDING INDUSTRIES 


General Offices: 3305 Manor Way, Dallas, Texas 
Branch Offices: Chicago, Denver, Detroit, Houston, 
New York, N. Y., Tulsa 





